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Rough Proofs 


Television fans say they can see 
the football plays better than the 


paying guests, but then of course 
‘Bthey don’t get nearly as much ex- 
‘Bercise and hot dogs. 


“McCarthy joins CBS,” the head- 
said, but shocked NBC fans 
were quick to note that the refer- 
ence was to Gene and not Charlie. 


see 
That plug for Jim Young in the 


Ford truck magazine ad would 


ave been a lot more effective if 
im’s °48 apple crop hadn’t been 


overwhelmed by a hail storm. 


aes 
Gladys the beautiful reception- 


“Est says she sees the Jack Benny 
“show scores 26.8 in Des Moines 
‘and only 13.9 in Memphis, and she 
‘Bhought everybody liked Dennis 
‘Pay. 


Arthur J. Morris says the auto- 
obile industry is pricing itself 


‘ut of the mass market, but he 
Hoesn’t tell the bicycle manufac- 


urers what they can do about it. 
aes 
An industry group looking for a 


@romotion manager offers “salary 


ommensurate with ability and re- 


Bults,” but in these inflationary 
‘Bays, it probably isn’t enough. 


The trade is tied in so closely 
ith those mammoth prize contest 


@romotions that the advertiser is 


ractically telling the customers, 
Love me, love my dealer.” 


gee 
There seems to be something 


: articularly appropriate, not to say 


escapably logical, in Henry Hoke 


‘@onducting a correspondence course 


direct mail. 


aes 
The doctors don’t really believe 


hat old canard, and so you can 


ssume that National Apple Week 


@ct. 30-Nov. 6 will have the full 


oral support of the American 
ledical Association. 


Fred Allen’s offer to indemnify 
hy of his listeners who loses out 
na giveaway deal may merely 
lea’. that the cash value of laughs 
fraoidly rising. 


Th» News is liked for what it 
‘Ve; out, the ad says, but the 
Kilo s have never found it desir- 
ble o omit either Dick Tracy or 
h00rn Mullins. 


Th Shaler Co. is featuring 
War's for courteous driving on 
’Ri lone campaign, and old-time 
‘to: sts insist the sales resistance 
Pte: fie. 


gee 
Th old-fashioned circulation 
ane er who used to build busi- 
S ith boy salesmen now has a 


"\v ho draws down $1 an hour 
* tn owing the neighbors’ lawns. 


Copy Cus. 


Farm Press Asks 
Annual Surveys 


by U.S. Agency 


Five-Year Censuses 
Are Inadequate, APA 
Directors Insist 


Cuicaco—The Agricultural Pub- 
lishers Association launched a 
drive last week to get up-to-date 
farm figures—vital data while it’s 
still news, not history—through an 
annual national sample survey of 
agriculture. 

The association’s board of direc- 

tors passed a resolution declaring 
that it is in the best interests of 
those agencies serving agriculture 
that such an annual survey “be 
conducted by some qualified fed- 
eral agency to provide broader and 
more timely information than is 
now available.” 
APA action on the program fol- 
lows an exhaustive study of farm 
census needs by a committee 
headed by Victor Hawkins, Capper 
Publications, Topeka, Kan., which 
during the past year has gone into 
all angles of the development of 
government data. 


@ Need for adequate annual 
data, as well as the existing 
federal censuses at five-year 
intervals, is obvious, the com- 
mittee and APA feel. For ex- 
ample, the 1945 census of farms 
showed that the use of tractors 
had increased 55% from 1940, a 
sharp gain which could only be 
guessed at until the actual census 
was taken. Tractor use is estimated 
to have gone up 30% since *45— 
but that, too, is a guess that can’t 
be confirmed. 

An annual sample could provide 
invaluable figures on farm elec- 
trification, and mechanization, and 
the development of such new- 
comers to industry as chemical 
sprays for crops, etc., the associ- 

(Continued on Page 87) 


Money Back... 


an important sales idea. 
See ‘Salesense,’ Page 54. 
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Kaiser Ready toInvade ~ 
Low-Price Field by ‘50 


Separates Ad Drives 
on Two 1949 Lines 
in Larger Program 


By LAWRENCE M. HuGHES 


WiILLow Run, Micu#.—Still 
scorned and allegedly copied by 
older and larger rivals, Kaiser- 
Frazer Corp. (which started to 
build motor cars here two years 
ago) introduces this fall new 
Kaiser and Frazer lines, with “103 
improvements.” 

More than ever headlined for 
legal actions and charges and 
countercharges,-on last February’s 
stillborn stock issue and on newly- 
acquired metal sources, K-F an- 
nounces that designs have been 
“frozen” (are all set for produc- 
tion) on a lower-price car to com- 
pete with Chevrolet, Ford and 
Plymouth. 

Reported early this year as near- 
ing the financial rocks because of 
underwriters’ failure to market 
those 900,000 shares, K-F has gone 
ahead spending more than $10,- 
000,000 on tools, dies and machin- 
ery for the 1949 Kaisers and Fra- 
zers; will spend from $7,000,000 to 
$10,000,000 in the next year in 
separate campaigns to advertise 
them, and has boosted its cash po- 
sition from $10,000,000 last spring 
to about $38,000,000. 


we Edgar F. Kaiser — 40-year-old 
son of Henry J. Sr. and vice-presi- 
dent and general manager of K-F 
—believes the company has just 
begun to develop its resources and 
resourcefulness. 

Depending primarily on _ steel 
supplies, he told AA, “we expect 
production of the new lower-priced 
cars to start in the spring of 1950. 
We intend to build at least 2,000 
of them a day, or 500,000 a year.” 

This would be twice the en- 
tire output of Kaisers and Frazers 

(Continued on Page 68) 
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NEW NAVY—The Advertising Council is 
distributing proofs and mats of an ad 
series, of which this is one, for the U. S. 
Navy. The ads were designed to increase 
public awareness of the Navy and its 
personnel. J. Walter Thompson Co., New 
York, prepared the series. 


Curtis Veteran 
Wins in Battle 
for ABC Post 


Benjamin Allen Is 
Elected Director; 
Rule Changes Sought 


Cuicaco—Climaxing a_ three- 
cornered fight for the job, Ben- 
jamin Allen, vice-president and 
circulation director of Curtis Pub- 
lishing Co., was elected a director 
of the Audit Bureau of Circula- 
tions at its annual meeting here 
Oct. 14-15. 

The battle for the post vacated 
because of the retirement of Fred 
Stone, Parents’ Magazine, who has 
served as an ABC director for 28 
years, provided one of the high- 
lights of the annual session. Other 
directors and officers were re- 
elected in almost routine fashion, 
but spirited sessions developed 

(Continued on Page 84) 


Last Minute News Flashes 


Wilson Shirt Drive to Run Most of ‘49 


Cuicaco—Promotion for the spring line of Wilson Bros. shirts will 
begin to break in mid-March, with heaviest emphasis on new models 
in sheer-weight, porous fabrics. The campaign will run through June, 
and again from August to December. An incomplete media list in- 
cludes Collier’s, The Saturday Evening Post and the rotogravure sec- 
tions of the Metropolitan Group. Batten, Barton, Durstine & Osborn, 


Chicago, is the agency. 


GF’s Bliss Coffee Ads Offer Pocket Dictionary 


New YorK—General Foods Corp. is using newspapers and selective 
announcements in selected areas throughout the country for Bliss 
coffee. GF offers a 12,000-word pocket dictionary to purchasers of 
Bliss who mail back one inch of the coffee key band. Ad theme is 
“You'll love the flavor; you'll bless the price.” The agency is Benton 


& Bowles, New York. 


New Kirkman Newspaper Drive Starts 
BrooK_tyN—Kirkman & Son, division of the Colgate-Palmolive-Peet 


Co., 


is launching a newspaper campaign this month for new Kirkman 


flakes in 75 to 100 cities in northeastern United States. The Newell- 
Emmett Co., New York, handles the account. 


Olin Saunders Named Nestle Milk Ad Chiet 


New York—Olin A. Saunders, formerly with Young & Rubicam, 
has joined Nestle Milk Products as advertising manager, succeeding 


Harry Kebel, who has resigned. 


(Additional News Flashes on Page 85) 


pam fn Says His 
SPP Fans Don't Like 
Those Giveaways 


New York—Fred Allen, who is 
making a one-man fight against 
giveaways, hopes someone will 
enter a claim against the $5,000 
guarantee which is his answer to 
“Stop the Music.” 

“IT think it would be interesting 
if somebody, who missed out on a 
big giveaway (“Stop the Music”— 
obviously) because he was listen- 
ing to me, made a claim,” Mr. 
Allen told AA after finishing his 
30-minute broadcast for the Ford 
dealers at NBC. “Then we may in- 
vite him to appear on our pro- 
gram and tell how he muffed the 
question.” 

No claims were entered against 
Mr. Allen, whose promise to re- 
imburse listeners for merchandise 
or money lost—up to $5,000—is 
backed up by the National Surety 
Corp., for the first or second broad- 
cast. (ABC’s “Stop the Music” 
handed out $30,000 in cash and 
gifts on Oct. 3 and $15,000 the fol- 
lowing week.) The artist and not 
his sponsor is footing the bill for 
his “listener insurance.” 
clines to indicate the price of the 
“premium.” 


a Fred, who feels he is merely 
looking out for his own interests 
and not fighting giveaways with 
giveaways, says the chances of his 
receiving a legitimate claim from 
a listener who lost a network gift 
windfall are about 22,000,000—the 
number of phones in the country— 
to one. 

Mr. Allen’s return to the air 
after a summer vacation brought 
welcome back letters from approx- 
imately 200 listeners. One lady 
wrote of her happiness at being 
“insured” and put in a request for 
$200 right away. Another said she 
was glad to hear that Mr. Allen 
was giving things away and asked 
for a house for her two little 
children. 


a The baggy-eyed entertainer has 
always attacked radio’s slavish ac- 
ceptance of rating reports. (On 
Oct. 15 Hooper report he trailed 
the ABC audience participation 
show by nearly four points; Stand- 
ard Brands’ Edgar Bergen bested 
it by nearly two points.) 

“Before we went off last season 
Mr. Hooper said we were down to 
38th place or something. Nobody 
ever asked him to prove it; in radio 
everybody accepts things. 

“Agencies lose shows, actors lose 
jobs on the basis of findings— 
Hooper’s and the rest—which can’t 
be substantiated. Every few weeks 
they tell you, down to a tenth of 
a point, how many people are lis- 
tening with a sample which is so 
small that it’s laughable.” 


ws Mr. Allen is convinced that a 
program of the “Stop the Music” 
caliber is neither taking listeners 
from him nor customers from Ford 
dealers. 

“People who listen to me would 
be annoyed by that kind of a pro- 
gram, which appeais mainly to 

(Continued on Page 81) 
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Mastic Acres Signs 


Contract with WPIX 


Mastic Acres, Mastic, L. L., N. Y., 
real estate company, started one- 
minute participations on WPIX, 
New York television station, on 
Oct. 11 during “Stan Shaw’s Rec- 
ord Rendezvous,” Mondays, 7:05- 
7:30 p.m. The contract is for 13 
weeks. 

The company expects to sponsor 
a program as well as participations 
on television next spring. The 
agency is Jasper, Lynch & Fishel, 
New York. 


Russell Appointed A. M. 


D. G. Russell, acting advertising 
manager, has been appointed ad- 
vertising manager of Superior 
Coach Corp., Lima, O. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
Son Francisco 5, California | 


of Marketing Group 


taking over Jan. 1. 


dents. 


elected secretary. 


New directors elected are Robert 
J. Eggert, American Meat Insti- 


Huegy Elected Head 


Ursana, Itt.—Harvey W. Huegy, | Sessions, who will retire as presi- 
professor of business organization | dent at year-end, will automatic- 
and operation in the college ofjally become a member of the 
Commerce, University of Illinois, | board. 
and currently secretary of the as- 
sociation, has been elected presi-|tion’s Journal of Marketing will 
dent of the American Marketing| be Ralph Cassady Jr., professor of 
Association for 1949. The AMA| marketing, University of Califor- 
elects by mail ballot, with officers | nia. 


Gordon A. Hughes, manager, | Schwob Linens to Parkin 
market analysis department, Gen- 
eral Mills, Inc., and Prof. Neil H.| York, has been named to handle 
Borden, Harvard University Grad-| an expanded national magazine, 
uate School of Business Adminis- | "© WSPaper and direct mail cam- 
tration, were elected vice-presi- 


Wilford L. White of the Depart-| erjand. 
ment of Commerce was reelected 
treasurer, and George H. Brown, 
professor of marketing, University 
of Chicago school of business, was 


Bae maine 


Publishing Co.; Bernard Gould, 
Gillette Safety Razor Co.; and Paul 
B. Haynes, International Surveys 
Ltd. Wroe Alderson, Alderson & 


Editor-in-chief of the associa- 


Edwin Parkin Advertising, New 


paign for Schwob Linens, Inc., 
sole selling agent and affiliate of 
Schwob & Cie, S. A. Berne, Switz- 


Names Pownall Agency 


William L. Pownall & Associates, 
Decatur, Ill., has been named to 
direct the advertising of Stilwell 
Monograms. Magazines, trade pub- 
lications and newspapers will be 


ADDED TO LINE—Quick frozen parts of chicken, packed in individual 1-lb. cartons 

are the latest addition to the line processed by C. A. Swanson & Sons, Omaho 

Cartons are laminated on the inside with moisture-proof cellophane, and overwrapped 
with an outer covering of cellophane. 


Basing Point 
Rulings Fair, 


tute; William C. Gordon Jr., Curtis | used. 
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-in the HOMETOWN MARKET 


Hometown families spend two billion dollars annually 
for food. 69 per cent of all food store sales in the 11 
Western States are made outside the 6 largest cities. 
This vital market of three-fourths of the Western pop- 
ulation is blanketed by Hometown Daily Newspapers. 
Because of proved maximum coverage and reader- 
ship, Hometown Daily Newspapers assure more sales. 


A powerful advertising buy! 


90 per cent of the total circulation of all daily 


neu spa 


pers in the Western States is confined to 


the trading zones in which they are published. 


Coe4y Wk HOMETOWN DAILY NEWSPAPER oSOeeer 2507, 


For complete information write to 


Hometown Daily Newspaper Publishers — 2001 Beverly Blvd., Los Angeles 4, California 


Edwards Repeats 


Sets National Drive 
to Explain Service, 
Attract Business 


Cuicaco—Continuing his “clari- 
fying” talks on FTC and Supreme 
Court basing point decisions, Cor- 
win D. Edwards, director of FTC’s 
bureau of industrial economics, has 
told members of the Chicago As- 
sociation of Commerce & Industry 
that: 

There is nothing but business 
policy to require sellers to adhere 
to a rigid f.o.b. mill pricing system. 
Manufacturers may also reduce 
prices enough to offset the costs 
of freight absorption if they do not 
themselves pay freight costs. 
Much seeming confusion has 
been caused by “certain respon- 
dents in the commission’s basing 
point cases” who want Congress to 
amend applicable laws. 

Once confusion about the law 
disappears, and if the law is not 
changed, there will be a wide 
variety of geographic -pricing 
methods in use by different com- 
panies; collusion to fix prices will 
be more difficult to prove, parti- 
cularly in heavy industries; there 
will be more use of cheap barge 
transportation (already evident); 
transportation costs will be lower 
because of less crosshauling; and 
smaller companies will be 
strengthened. 


w As to the effect on smaller com- 
panies, Mr. Edwards said: 

“In general, basing points have 
been located at the plants of the 
larger producers, and the smaller 
producers have frequently been 
located at a considerable distance 
from basing points. Under these 
circumstances, the big producer 
at the base has been able to sell 
as profitably next door to his 
smaller rivals as at his own mill 
door, because at any point up to 
the edge of the basing point area 
the formula has enabled the base 
mill to recover its freight expenses 
in full. 


of that producer... 

“The abstract and speculative 
character of the foregoing com- 
ments has been made necessary by 
the fact that there are available 
no historical studies of the eco- 
nomic effects of abandonment of 
a collusive basing point formula 
in compliance with a legal order, 
Please note, however, that these 
predictions are no more speculative 
than the predictions of doom which 
you have all heard.” 

Dr. Edwards’ talk was part of a 
debate on basing point matters, 
The association on Oct. 21 will hear 
argument by Sen. Homer Capehart 
(R., Ind.), head of the congres- 
sional subcommittee investigating 
the matter, and William Simon, 
counsel for the subcommittee. 


EXECUTIVES SURVEYED 
New YorK—The National Indus- 
trial Conference Board has re- 
ported that a survey shows indus- 
.ry executives are generally op- 
posed to the recent Supreme Court 
ruling outlawing multiple basing 
point pricing. 
The board’s survey shows that 
many executives believe that the 
ruling bans all freight absorption 
or delivered price methods and 
chat f.o.b. mill pricing “‘is the onl) 
safe policy at this time.” A major- 
ity questioned said they believe 
che ruling will reduce competi- 
tion. 


Vandertill to Duo-Therm 


Louis C. Vandertill, formerly i 
che advertising and sales promo 
ion department of Beurmann- 
Marshall, Inc., Grand Rapids, 
“lich., has been appointed assistant 
advertising manager of the Duce 
“herm division of Motor Wheel 
-orp., Lansing, Mich. 


Lee Names Mrs. Gladden 
Mrs. Otella Gladden, formerly 
promotion director of Waldes Ke 
1inoor, New York, has been ap 
yointed promotion director of fab- 
rics marked Tebilized at the T. 8 
Lee Co., New York. 


— 


For over 60 years 
7 


“The small non-base producer, 
on the other hand, did not buy | 
from the big base mill, but has 
been handicapped in selling toward | 
the base by the fact that, as his 
transportation expense increased, 
| the delivered price and his mill net 
|}as prescribed by the basing point 
| formula fell lower and lower. 

| 

|» “In other words, all markets in 
the basing point area have been 
open to the producer at the base, 
/and there has been no obstacle to 
his growth; but the producer away 
from the base has been dependent 
upon local markets which he 
shared with the basing point pro- 
ducer and has been handicapped 
jin selling into the home territory | 


‘AT LEADING PAPER 
THE MARTIN CANTINE CO 
SAUGERTIES, WM. 
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What makes ads in 
the Post so interesting? 


ble 1. Almost everything your family buys — the foods 
a you eat, the car you drive, the labor-saving appli- . no 
=. ances you own — first appears on the pages of The 7 ae “b 
der. Saturday Evening Post. Just read through this issue. : ae any 
- Note how many different products and services there ae 
. . a 
are. And how much exciting and useful information atin 
you find that’s of interest to Mother, Dad—and , Bie . 
youngsters, too. For ge 
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2. When an intelligent person reads a good 

Severtiqnnens, it becomes a better one. 

= s what happens when people read the 

a in the Post. For Post readers are more 
ert than the average and their curiosity is 

* 


greater. cet = . ; , ; es ' fe 


4. People believe in the Post. They have learned 
4 fidence in the products they see each 
es. Most of the names on the things 
u first met in the Post. 
no other magazine. 


3. The close attention Post readers pay to stories 
and articles carries over into the advertising pages. 
by Minds awakened and stimulated by some of the w 
best writing in America absorb advertising messages ar in 
more quickly and remember them longer. Many of these ads appe 


eeeataills i 
ili re made up of interesting peop 
5. Interesting family’ voader life. The kind of people whom 
individuals hear say «J like to read the ads in the Post. 
you so often , 


: f ow 
Toward a better understanding © 
what advertising is —and does Post 
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‘Berolio Names Mogul 


The Berolio Import Co., New 
York, importer of Filippo Berio 
olive oil and Francesconi olive oil, 
has appointed Emil Mogul Co., 
New York, to handle its adver- 


tising. 
E. B. Graham Joins JWT 


Edward B. Graham, former vice- 
president of McCann-Erickson, 
Inc., New York, has joined the cre- 
ative staff of the J. Walter Thomp- 
son Co., New York. 


When you| Remember 


WM. F. RUPERT 


RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


Pulse Reports on TV Sets 

Some 6.1%, or 54,620, of the 
895,420 radio homes in the eight- 
county metropolitan area of Phila- 
delphia, already have television 
sets, Pulse, Inc., New York, reports. 
Economic breakdown on set own- 
ership: 18% by prosperous fami- 
lies; 29.6% comfortable; 40% get- 
ting by, and 12.4% poor. 


Republic Appoints Miller 
Robert R. Miller, formerly exec- 
utive vice-president in charge of 
sales of Menasco Mfg. Co., Bur- 
bank, Cal., has been appointed as- 
sistant to the president of Republic 
Aviation Corp., Farmingdale, L. I. 


Jordan Joins Grant 

Don Ellsworth Jordan, formerly 
associate copy director of Paris & 
Peart, New York, has joined Grant 
Advertising, New York, on a cre- 


90 Fifth Ave., New York 11 
CH 2-3757 


ative assignment. 
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Agencies May 
Not Be Blamed 
for False Copy 


WASHINGTON—FTC will pass soon 
on a recommended policy shift 
which may relieve many advertis- 
ing agencies of liability for “false 
and misleading” copy prepared at 
the instruction of their clients. A 
more lenient attitude toward agen- 
cies has been recommended by 
FTC trial examiner Frank Hier, 
after studying the role of Pedlar 
& Ryan and Young & Rubicam 
in handling Ipana’s “pink tooth- 
brush” campaign. 


A MEAs a Lee gear ae cs is ; ta a 
ition g = 44py 


Though he finds much of the 
Ipana copy “false and misleading,” 
Mr. Hier takes the position that 
the “illegal” copy can be effectively 
stopped merely by an order against 
Bristol-Myers. 


ws He agrees that the agencies— 
which were parties to the original 
complaint—are legally liable, but 
he says “as a matter of discretion 
and policy,” the complaint against 
the agencies should be dismissed. 

“I am unable to perceive what 
greater efficacy an order to cease 
and desist against all three re- 
spondents would have than one 
against Bristol-Myers alone,” he 
reports. “This isn’t a case where 
an advertising campaign was pre- 
pared by an agency and sold to 
subscribers, where an order against 
the seller would not stop the same 


meen 


The Federal Reserve Bank of Chicago, in a 


survey of Milwaukee county economic conditions, 


reports ‘personal income at a current annual rate 


of 1.8 billion dollars, or more than three times the 


1939 level. This rate of increase was well above 


the national average (188%) and relatively 


greater than in any area of comparable size in the 


midwest.” The same survey reveals a “60% in- 


Up 217% over 1933 
compared to 
U.S. gain of 188% 


crease in total employment in Milwaukee county 


since 1939, compared with 43% for the nation 


as a whole.” 


Retail sales indices also show Milwaukee as a 
prize market of the nation in buying action—and 
it has a prize medium, a newspaper read daily 
in 95%* of all homes in the metropolitan area. 


*Based on occupied dwelling units as of July 1, 1948. 


The Milwaukee Journal 
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Advertising Age, October 18, 1948 


campaign from being used by oth -r 
sellers by simply subscribing to {. 

“It is apparent from the record 
here that the agencies cannot co1- 
tinue if their employer is stoppe: .” 


a His recommendation, crystal]: - 
ing FTC’s “on-again, off-agai.,” 
policy on agency liability, was ir:- 
mediately challenged by Willie» 
L. Pencke, FTC attorney handling 
the “pink toothbrush” prosecutic 
Noting that Mr. Hier conceded t! « 
legal liability of the two agenci:s, 
Mr. Pencke last week asked the 
commissioners to issue an order 
binding against the agencies «x; 
well as Bristol-Myers. 

In previous proceedings the cor)- 
mission has sometimes stopped 
merely the client, while on other 
occasions it has stopped client and 
agency in false advertising cases 
The commission’s annual report 
for 1947 states that “in matters in- 
volving advertising, the investiga- 
tors cover the practices of all ad- 
vertising agencies who participate 
in the preparation of the advertise- 
ments to determine whether they 
should be joined as parties in any 
corrective action.” 


@ This has sometimes been in- 
terpreted to mean that any agency 
preparing misleading copy should 
be subject to action, along with its 
client. On other occasions, the 
agency has been involved only if 
the commission felt that the agenc 
exercised discretion in originating 
copy themes, or in arriving at ad 
vertising policy decisions. 

The “Ipana” complaint, issued i 
1942, covered a series of cop 
claims relating to “the smile o 
beauty,” “pink toothbrush” and 
the inadequacies of the modern 
diet. Mr. Hier’s report finds many 
of Ipana’s claims unsubstantiated 
and recommends an order covering 
“pink toothbrush” copy, and al 
leged surveys of preference by 
dentists. 


a Mr. Hier found that Pedlar & 
Ryan, which had been on the ac 
count since 1925, and Young & 
Rubicam, which had been handling 
radio for Ipana since 1937, pre 
pared copy on the basis of gener 
instructions from B-M, and sub 
ject to examination, review and 
approval. 

“The fact that final authority 
over verbiage, pictorialization 0 
particular medium did not res 
with them does not obliterate their 
substantial contribution and par 
ticipation,” he concedes. But hé 
concludes “they at all times acted 
under direction and control of Bris 
tol-Myers, their employer, with 
final authority and responsibilit) 
resting with the latter, and for tha! 
reason the order to cease ai 
desist hereinafter recommend 
against Bristol-Myers will effe 
tively stop the practice found ‘ 
be against the public interest.” 

Mr.gHier’s recommendation 2 
Mr. Hancke's exception must % 
argued before the full comm:ssi 
before the final policy decis on ' 
reached. 


Publishers Elect Malick 


Robert E. Malick, publis! er ° 
the Shamokin News-Dispatc ', » 
been elected president of the ’e®” 
sylvania Newspaper Publishe s 4% 
sociation, succeeding Joh 
Biddle, of the Huntingdon- /0" 
Union News. Other officers « ‘ec'® 
are: Eugene A. Vosburg, Bu’ gée'™ 
town Enterprise, vice-pre. ide 
and William A. Helman, [Tt 
Republican, secretary-treas' ©! 


Bremer Stations Name W. ¢4 
Weed & Co., New York, he + 
appointed national represe ‘a 
of WAAT and WATV, N w® 
N. J. The stations are owned °Y' 
Bremer Broadcasting Corp. 


Powell Appoints Smith 

Fred Smith, formerly wit 
eral Shoe Corp., Nashvil@, 7 
been appointed director of PU 
relations of Wm. Powell C°. © 


cinnati. 
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The Mirror hit Los Angeles like 
a whirlwind last week! First-day 
sales topped even the most 
optimistic advance predictions. 
Even discounting the number of 
copies bought through curiosity, 
it’s already clear that dynamic 
Southern California has eagerly 


406,486 NET PAID © 


= ' a 


SE ee —- wee oe 


irst day of publication! 


JRROR 


LOS ANGELES 
Represented nationally by O’ Mara & Ormsbee, Inc. 


taken this dynamic new evening 


newspaper into its heart... and 


into its homes! 
Mirror advertising rates for 
the first six months were based 


on a guaranteed 100,000 circu- 


lation. What a bonus Mirror 


advertisers are getting already! New York + Chicago + Detroit + San Francisco 
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' CBS and ABC Shows 
Take Top Places 
in Nielsen Ratings 


Cuicaco—Four CBS nighttime 
programs were among the first five 
in A. C. Nielsen Co.’s Sept. 5-11 
national program ratings. One of 
these was “Lux Radio Theater,” 
which returned to the air with a 
17.5 rating on its Monday evening 
spot. This Nielsen reports second 
to a 17.5 rating of “Mr. Keen,” 
Whitehall Pharmacal CBS show 
heard Thursday. 

Besides ‘““Mr. Keen,” three other 
Thursday evening CBS shows 
made the Nielsen top 20. These 
were “Suspense” (Electric Auto- 


$.S. SPECIAL 
FRISKET CEMENT 


$5.00 pergal. $1.50 perat 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 per gal. $1.25 per qt 


Lite), ranked fourth; “Crime Pho- ; 


tographer” (Toni Co.), ranked 
fifth; and “FBI in Peace and War” 
(P&G), which returned to the air 
with a 13.7 rating to take 13th 
place. 

ABC’s “This Is Your FBI” (Equ- 
itable Life) ranked third, and 
“Break the Bank” (Bristol-Myers) 
on ABC was sixth. Both are heard 
Friday. ABC and CBS also gar- 
nered seventh, eighth and ninth 
places (ninth went to the DeSoto- 
Plymouth “Hit the Jackpot,” up 
from 32nd). NBC took tenth place 
with “Mr. District Attorney” 
(Bristol-Myers); it had been sixth 
in the preceding report. 

There was _ considerable re- 
shuffling among daytime programs. 
“Our Gal, Sunday” (American 
Home) went from first to eighth 
after moving up from ninth pre- 
viously. Similarly, “Wendy War- 
ren” (General Foods) dropped 
back to 12th from third, following 
a gain previously from 11th place. 

However, “The Lone Ranger” 
(General Mills) in the evening 
multi-week group, and “Arm- 


strong Theater” among daytime 
weekend programs, held their 
usual top places. 

Nielsen reports total radio usage 
per home per day at 3.7 hours, 
3% above the figure for the pre- 
ceding report and 5% above the 
same period a year ago. 


Issues ‘Cook Book for Men’ 


Better Homes & Gardens, Des 
Moines, has published new editions 


of the “Cook Book for Men” and 
'“Food Pronunciation Guide.” The 


cook book contains 256 recipes es- 


|pecially selected for men and sells 
‘for 50¢ a copy. The pronunciation 


guide has nearly 300 definitions of 
both foreign and American foods, 
complete with pronunciations. It 
sells for 20¢. 


Pottetti Promoted 


P. M. Pottetti, 
manager, has been appointed sales 
manager of Cyclotherm Corp., New 
York, manufacturer of steam and 
hot water generators. Guy B. 
Smith has been named assistant 
sales manager in charge of adver- 
tisimg and sales promotion. 
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Nielsen Figures on Top-Rated Shows 


Week of Sept. 5-11, 1948 


All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


TOTAL AUDIENCE AVERAGE AUDIENCE 


Cur. Prev Cur. Point 


z 


Cur. Points 


Rank Program Rating Change Rank Rank Program Rating Chang 
. GieM cnceeededsece 175 +44; 1 DMT ssececevecsoed 13.9 +3. 
— Lux Radio Theater...... —)| 2 3 This is Your FBI....... 13.1 +2. 
4 This is Your FBI....... 17.1 3.4) 3 2 OE Se 12.9 42. 
7, Cen ecedainndes ¢ 6.9 2.5) 4 1 Crime Photographer 12.7 +0. 
1 Crime Photographer ..... 15.7 11/ 5 — Lux Radio Theater...... 12.3 _ 
5 Break the Bank......... 15.3 15/ 6 19 Jergens Journal ........ 12.1 +4. 
18 Mr. & Mrs. North....... 14.4 38| 7 7 Break the Bank......... 11.8 1. 
20 Jergens Journal ........ 14.3 3.6| 8 6 Mr. District Attorney... .11.3 1. 
32 Hit the Jackpot......... 14.3 5.4) 9 9 Stop the Music (4th Qtr.).10.8 +1. 
6 Mr. District Attorney... .14.0 13/10 — People Are Funny....... 10.5 - 
— Red Skelton .......... 14.0 —/11 Se 4 eae 10.5 +0. 
— People Are Funny....... 13.9 —/12 1l Mystery Theater .......10.1 +41. 
— FBI in Peace and War. ..13.7 —/13 — My Friend Irma........ 9.8 - 
10 Mystery Theater ....... 13.6 +2.1/)14 — FBI in Peace and War... 9.7 — 
— Godfrey's Talent Scouts. .13.3 —/|15 15 Stop the Music (3rd Qtr.). 9.6 +0 
i 2 iced 5 Wad 12.8 $33 16 34 Hit the Jackpot......... 95 +3 
14 *~ODr. Christian .......... 12.7 2.7} 17 — Godfrey’s-Talent Scouts.. 9.5 - 
— Day in Life of Dennis Day.12.6 —/|18 20 The Sheriff ........... 9.4 4138 
21 Stop the Music (4th Qtr.) .12.5 tis 19 41 We, The People......... 91 442 
43 We, The People......... 12.4 4.6 | 20 5 Hallmark Playhouse ..... 9.0 —04 


EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 


DS RR fo isa0 cde es 9.7 0.1}; 1 a? D555 360 6ee 7.1 0.0 
6 Edward R. Murrow...... 75 18| 2 7 Edward R. Murrow...... 5.6 +13 
De wsedendaces 7.0 if ae 8 | ep erery: 5.4 +0.2 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
2 When Girl Marries...... 10.3 11} 1 2 When Girl Marries...... 9.3 1.2 
8 Young Widder Brown.... 9.7 12] 2 3 Backstage Wife ........ 8.3 0.4 
4 Backstage Wife ........ 9.2 0.3} 3 12 Young Widder Brown.... 8.1 0.9 
15 Portia Faces Life....... 9.0 12] 4 14 Portia Faces Life....... 7.9 +1. 
7 Right to Happiness...... 9.0 0.3) 5 7 Right to Happiness...... 78 0.1 
17 Arthur Godfrey 6 13 Stella Dallas .......... 7.7 To 
(Ligg. & Myers)...... 8.9 tog 7 1 Our Gal, Sunday........ 7.2 —0.2 
_ < tS Saaaey 8.4 0.5) 8 15 Pepper Young’s Family... 7.1 —0.1 
1 Our Gal, Sunday........ 81 —0.1| 9 26 Arthur Godfrey 
13 Pepper Young’s Family... 8.0 —0.3 (Ligg. & Myers)...... 69 +18 
20 Lorenzo Jones ......... 8.0 t$3 10 22 Lorenzo Jones ......... 68 +06 
6 Ma Perkins (CBS)...... 8.0 0.3} 11 5 Ma Perkins (CBS)...... 6.7 —0.2 
3 Wendy Warren ......... 79 —0.1/12 6 Wendy Warren ......... 66 —0.1 
ce ) ee 7.4 —0.1/ 13 10 Second Mrs. Burton... .. 64 —01 
it » agen 73 —05/14 i 3”. RS 6.3 —0.7 
10 Guiding Light ......... 7.2 —0.1/15 | 4. ee 6.2 —0.1 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 Armstrong Theater ..... 95 * ae 1 Grand Central Station.... 7.9 41.2 
2 Grand Central Station.... 9.3 09 2 2 Armstrong Theater ..... 7.4 +1. 
3 Give and Take.......... 8.7 03 3 2 | 5 eae 68 +0.6 
5 Adventures of Archie 4 6 Adventures of Archie 
EE dudaduedeesé 5 +04 DE tecevekasae» 6.7 +0.7 
baduwns +14 5 7 Stars Over Hollywood.... 6.2 409 


Ol aeemer tele. First in the South Af- 
antic States in total retail sales* 

GREENSBORO MARKET Bite] "Mr other 
market in the two Carolinas can match the 


Greensboro Market sales of $401,705,000* 


HIGHEST FOOD SALES ES (y/ ATT Lge Sg 
capita food sales than the average for the 
South Atlantic States. 


r\=1, ae Ake =k —Gross effective buying in- 


come is $641,531,000*—more than one-sixth 
of the State's total. 


Teele i tel 8 — Approximately one- 
sixth of the State's population. 

37. (@ 1 (ae em —Located in the heart 
of the State with the largest farm income in 
the South Atlantic States and with a concen- 


tration of some of the World's and South's 
largest manufacturers. 


*1948 Sales Management Figures. 
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92,000 Daily 
Circulation 
64% ; 
_ Coverage 12 
County ABC 
bone Mark et , 


GREENSBORO 
_ NEWS and RECORI 


GREENSBORO, NORTH CAROLIN- 
Represented by Jann & Kelley, Inc. 
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...and Art, Books, Business, Canada, Cinema, 
Education, Foreign News, International, Latin America, 
Letters, Medicine, Milestones, Miscellany, Music, 
National Affairs, People, Press, Radio, Religion, Science, 
Sport, Theater...as reported by the editors of TIME. 


Every week 1,500,000 women as well as 1,800,000 men read... 


TIME aivencceene 


».-A GREAT MARKET OF AMERICA’S BEST CUSTOMERS 
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Appoints Strohmeier 
Strohmeier Associates, New 
York, has been appointed public 
relations counsel for McKettrick- 
Williams, Inc., New York, manu- 
facturer of women’s dresses. 


Admiral Appoints Vladimir 

Admiral Corp., Chicago, has 
appointed Irwin Vladimir & Co., 
Chicago, to handle its export ad- 
vertising. 


MARK 'ANDY Announces _e, 


SCOTCH 
TAPE! 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
tear off. Stick anywhere. No dispenser needed. Write 
Mark ‘Andy, Inc. of St. Lovis 22, Missouri. 


Actors Guild Asks 


More Pay For Repeat 
Showing of TV Films 


New York—The Screen Actors 
Guild will ask additional pay- 
ment for actors when television 
film is reshown in the same local- 
ity, Walter Abel, chairman of the 
television committee. of the guild, 
said last week. 

Mr. Abel, a speaker on ABC’s 
cooperatively sponsored ‘“‘Town 
Meeting of the Air,” set forth the 
actors’ position in a letter from the 
guild, which stated: “Unless we do 
this, those mountains of television 
films would be our Frankenstein 
monster which would drastically 
reduce the livelihood of many 
actors.” 

The five speakers on “Town 
Meeting” agreed that television 
and motion pictures will continue 
to exist side by side. Stage and 
screen director Rouben Mamoulian 
| warned, however, that video wil! 


vitally restrict radio. 

James H. Carmine, executive 
vice-president of the Philco Corp., 
who said his company has invested 
$15,000,000 in video, termed it the 
“greatest advertising medium of 
all,” of which the film industry 
can make use to sell its products. 

“It has been estimated that by 
1953 the television broadcasting 
industry will require three to four 
times as many motion pictures as 
Hollywood is now turning out,” 
he said. “That gives some meas- 
ure of the opportunities for films 
with stars especially suited for 
television and produced to make 
the fullest use of the technical ad- 
vantages of video.” 


s Mark Woods, ABC president, 
called on the movie companies to 
“produce films especially for tele- 
vision at a moderate cost, through 
the development of lower priced 
talent.” 

“Obviously,” he said, “television 
cannot afford $500,000 actors, $100,- 
000.writers and $250,000 directors. 


But let there be no misunderstand- 
ing; if the motion picture business 
is not willing to meet this chal- 
lenge the broadcasting business, 
including my own company, stands 
ready and willing to produce in- 
teresting, provocative and enter- 
taining films for the television 
audience.” 

Paramount’s role in television— 
its interest in the DuMont net- 
work, its development of large 
screen video, its success with thea- 
ter showing of special events— 
were outlined by Paul Raibourn, 
vice-president in charge of plan- 
ning for Paramount. 


Harvard Names Jones 


Harvard Brewing Co., Lowell, 
Mass., has appointed Duane Jones 
Co., New York, to handle adver- 
— of Harvard ale and export 

P. 


Burns Joins Horton-Noyes 

Robert A. Burns, formerly with 
Thomas Chirurg Co., has joined 
Horton-Noyes Co., Providence, 
R. L, agency. 


THE INDIANAPOLIS STAR 


and 


THE INDIANAPOLIS NEWS 


announce 


that both newspapers will he 


eo en I be 


THE KELLY-SMITH COMPANY 
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Honucry 1, 1949 


Advertising Age, October 18, 1943 


L&M Resigns 
Ruppert Account 


New YorKk—About a week aft: r 
its contract had been approved fcr 
another year by the brewery s 
board of' directors, Lennen & Mi - 
chell last week resigned the $1.- 
300,000 account of Jacob Ruppert 
Brewery. 

The agency will continue to han- 
dle Ruppert pending the appoin:- 
ment of a new agency. 

L&M handled the account during 
1938 and 1939, and regained the 
account in 1946, replacing Ruth- 
rauff & Ryan as the agency. 

The decision to drop it came Oct. 
11. It followed by less than a week 
the announcement that Albert J. 
Bates, formerly president and gen- 
eral manager, had left the com- 
pany. Mr. Bates was succeeded 
by Frederick M. Linder. Mr. Lin- 
der has been with Ruppert for 37 
years, and has been vice-president 
and treasurer for some time. He 
is executive vicc-president and 
general manager of the brewery in 
his new post. 

No new agency had been named 
as AA went to press, and a Ruppert 
source said no appointment was 
likely immediately. 

Neither agency nor client would 
give the reasons for the resigna- 
tion but reportedly there had been 
disagreement over whether outdoor 
or printed media would be used, 
and over copy themes. 


‘48 Transportation 
and Minerals Census 
Possibilities End 


WaSHINGTON—Commerce Secre- 
tary Charles Sawyer gave the coup 
de grace Thursday to speculation 
over censuses of mineral industries 
and transportation which might 
have been taken covering 1948. 

Noting that Congress has not 
supplied any funds for the trans- 
portation and mineral studies, Mr. 
Sawyer said the comptroller gen- 
eral has ruled that his obligation 
to make the studies is eliminated 

In the final minutes of its regu- 
lar session last June, Congress 
voted funds for preparatory work 
on a business census covering 1948, 
but deleted requests for funds for 
the mineral industries and trans- 
portation censuses authorized un- 
der existing law. 

Censuses of mineral industries 
have been taken every decade 
since 1840, but there has never 
been a nationwide census of trans- 
portation. Under Public Law 67], 
adopted this year rescheduling the 
national census program, the nex! 
regularly scheduled censuses 0 
mineral industries and transporta- 
tion would be taken in 1954, covel- 
ing 1953. 


Lever Transfers Barker 


to New Pepsodent Post 

W. Gardner Barker, marke 
ploration manager of Lever 
thers Co., Cambridge, Mass. 
been appointed director of 
products in the company’s 
sodent division, Chicago. Th: 
partment was recently creat: 
handle recent additions to the 
sodent line and developme! 
new products. 

Mr. Barker joined Lever in 
as. assistant to the advertising 
agement, working on Spry, ‘ 
Dust and Fairy soap. After § 
vice in the Navy, he return ¢ * 
Lever and did much of the g) > 


work for the introductic % 
Breeze. He was named mark &* 
ploration manager in Septe »bée' 
1946. 

Moves PR Department 


American Locomotive Co 
moved its public relations ¢ 
ment, headed by Holmes F °¥* 
from the New York City of °¢' 
Room 12, Building 143, Sc 
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Ge Mm FAN LON 


More schools are coming 
-»»- because women acted! 


4 deluged the COMPANION offices. The article was quoted by newspapers all over 
= the country. In Massachusetts, teachers and parents used the COMPANION feature 
Pe as an aid in pushing educational aid bills through the state legislature. 


ee 


WOMEN WERE AROUSED when they learned from COMPANION article “Do You 
Want to Cheat A Child?” that our already inadequate and ill-equipped schools 
face an even blacker, more desperate future. Requests for thousands of reprints 


In the women’s service field the COMPANION is outstanding in its ability to 
move its readers to action. And here is more tangible proof of that! 


Ae WY 


MOTHERS’ BIG HELPER! — Lloyd Hall Reports for the 
first half of 1948 show that the CoMPANION leads the 
Won.en’s service field by wide margins in the editorial 
‘pace devoted to linage on children. The COMPANION 
‘ppcals to young mothers in the midst of their active 
buying” years! 


WOMAN’S HOME 


=  & & | ie am ae ee ee NUM BER 
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MADAM CHAIRMAN’S BIG HELPER! — In one year 1,288 
women’s clubs subscribed to the COMPANION Pack- 
aged Club Programs. In every part of the country, 
these programs, based on the COMPANION’s monthly 
Public Service articles, have spearheaded com- 
munity action on important problems! 


Monthly Circulation More Than 3,800,000 
THE MAGAZINE CF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


THE ADVERTISERS’ BIG HELPER! — More and more ad- 
vertisers know where to go for action. The Com- 
PANION was the only service magazine in the women’s 
field to chalk up a substantial advertising linage gain 
in the first six months of 1948 as against the same 
period in 1947. 


COMPANION 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


ARTERS OFA MILLION 


HREE QU 


*A sportsman with an appreciation of the finer things 
of life—and the leisure and means to enjoy them. 


For instance, a recent survey shows that Spend-o- 
crats are 584% better prospects for skeet and trap- 
shooting equipment than non-sportsmen. 
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The Swing Toward ‘Institutional’ 


It is worth comment that, despite 
the current fashion of pooh-pooh- 
ing institutional advertising, and 
the stress on hard-hitting copy 
which sells merchandise, the insti- 
tutional approach has taken on 
more vigor in recent years than 
ever before. 

It is notable, indeed, that some 
of the most ardent disciples of the 
hard-hitting copy school are now 
institutional advertisers, although 
perhaps not in the sense which 
was formerly accepted. 

We are referring to such compa- 
nies as Lever Brothers and Procter 
& Gamble, to whom institutional 
advertising was anathema, but who 
are now both doing a careful in- 
stitutional job by closely relating 
company identity to product iden- 
tity. We are referring also to such 
companies as Armour and Wilson, 
both of whom have “institutional- 
ized” their packaging programs, so 
as to develop a family resemblance 
and to carry over the prestige of 
their company names from one pro- 
duct to another in their long lines. 

This is, perhaps, not “institu- 
tional advertising” as the term 
might have been generally under- 
stood in the advertising business 
20 years ago. But it is most cer- 
tainly institutional in concept. It 
attempts to develop over-all public 
favor for the company, as well as 
for the individual products of that 
company. 

In the retail field, the same trend 
is evident. Largely as a result of 
wartime shortages, retailers turned 


Merchandising: 


At the meeting of the Central 
Council of the American Associa- 
tion of Advertising Agencies a 
week ago, Alex Rogers, advertising 
manager of Libby, McNeill & Libby, 
who heads a merchandising com- 
mittee of the Association of Na- 
tional Advertisers, insisted that 
merchandising the advertising, and 
store tie-ups, are the weakest links 
in the advertising-selling-promo- 
tion chain, and that more work, 
and more competent work must be 
done in the merchandising field if 
advertising expenditures are to be 
as productive as they can be. 

There can be no question of the 
soundness of Mr. Rogers’ position. 
Integration of merchandising with 
sales effort, sales promotion and 
advertising is vital if the market- 
ing chain is to be strong enough to 
pull the greatest possible number 
of buyers to the cash register. 

Mr. Rogers wants advertising 


more and more to institutional, 
rather than straight product copy; 
and few have given any signs of 
casting it aside. In the chain gro- 
cery field, for example, it seems 
almost impossible to pick up a 
product ad without finding some 
of the space devoted to purely in- 
stitutional messages, designed to 
make a particular chain, rather 
than a particular item of merchan- 
dise, a wanted item. 

At one time, institutional ad- 
vertising developed a connotation 
of softness, weakness and inade- 
quacy, and in many minds this 
connotation hangs on. Certainly, 
there has been a great deal of in- 
stitutional advertising which was 
weak and ineffective, but so has 
there been a great deal of “selling 
copy” which probably sold very 
little. 

Actually, it has never been pos- 
sible to completely divorce institu- 
tional advertising from product ad- 
vertising, and in these days par- 
ticularly, it is unwise and unsound 
to do so. Every product ad must, 
somehow, increase respect and 
regard for its producer or seller; 
and conversely, every institutional 
ad must increase respect and re- 
gard for the products which a busi- 
ness sells. This makes for a 
blending of institutional and direct 
sales appeals which should be ex- 
tremely helpful in performing both 
the short-range task of selling 
merchandise today, and the longer- 
range task of promoting the pres- 
tige of an institution for tomorrow. 


The Missing Link? 


agencies to do more along this line. 
They should. But the really long 
steps must inevitably be taken by 
the advertisers, not all of whom, 
unfortunately, are as conscious of 
the problem and as eager to do 
something about it as is Libby, 
McNeill & Libby. Agencies must 
obviously think in terms of selling 
goods, rather than of merely ad- 
vertising them, when they plan a 
campaign. Their thinking there- 
fore must include merchandising 
thinking and they must be able and 
willing to supply expert counsel in 
this field. 

The insistence upon merchandis- 
ing support, and the implementa- 
tion of that effort, must be the 
responsibility of the advertiser, 
however. There are still too many 
advertisers who neither demand, 
or are willing to carry through on 
hard-hitting merchandising opera- 
tions. 
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“This is the Office Intercom System signing off! OIS will return to the air for another 
thrill-packed day tomorrow at 9 a.m.” 


Our Own Ailas 

One of our anonymous readers 
(was it Arthur Daley who coined 
the phrase, “the customers always 
write”?) has noted a discrepancy 
in AA’s normally reliable geo- 
graphical nomenclature. : 

In a recent article on Arthur 
Kohler, an AA writer said Mr. 
Kohler had some difficulty in find- 
ing Chincoteague—“it’s an island 
in Chesapeake Bay.” 

The anonymous reader encloses 
an article from the Chicago Sunday 
Tribune on Chincoteague, “anisland 

. off the coast of Virginia.” We 
are forced to agree, principally be- 
cause of a map which sure enough 
shows Chincoteague nestling be- 
tween the cape of Virginia and As- 
sateague Island, and on the other 
side of Assateague is the Atlantic. 

Okay, Mr. X. Chincoteague is an 
island not in Chesapeake Bay, and 
it’s no wonder Kohler had a tough 
time finding it. 


No Misunderstanding 


When Al Couchman wants a 
copywriter, he makes it perfectly 
clear exactly what he thinks a 
copywriter ought to do and be, as 


HEY, COPY WRITER— 
WHERE YOU GOING? 


oes! 
Small 


Wi er. 

Pac , too. With showman- 
ship. A snatch of fast dialogue now and 
then: a zany jingle; a gag or a headline 
for a cartoon. 

But down to earth—down where the peo- 
ple live. The plumbers, the plasterers— 
and the plutocrats. Words that tease and 
tantalize—and SELL. Words that sock and 
sizzie—and SELL. ‘Words that make a 
woman over 40 see Grable in her mirror— 
and Gregory Peck over her shoulder, In 
other words—‘‘Corn.”’ 

Brother—or sister—if you can swing it 
like that, we'll love you to death. Rather 
have a man, but can you cook? We have 
food accounts. We'll take a woman—and 
on even terms. If you've been writing ad- 
vertising copy, it might help—it’s not re- 


ui . 
< CAUTION: It’s a working job. You dig 
for dope. You take orders. You Grades 
You beat away on one threadbare idea till 
you're nuts, sometimes; and = —_ 
comes out slicked up like Junior for n- 
day School. That's not easy. And 
and then, <- come bouncing up with 
new angle, too. 

If that's vou, then write me. Confidenta), 
of course. n't phone or call, unless you 
want to kill your cMances, Put all you've 
got im that one punch. 

ALBERT ys oy _ 

‘ouchman vertising x 
Hichiand Park Village, Agthae 5, Texas. 


now 
a hot 


is evident from this highly uncon- 
ventional classified ad he ran in 
the Dallas papers a week or so ago. 
Well, brother or sister, want a job 
in Texas? 


EquuSketches 

Out in Portland, Ore., where 
horses have not yet lost their utility 
or become a minor stock market, 
there is a company called Equu- 
Sketches. It’s a cut service. 

It aims to supply persons or com- 
panies eager to acquire authentic 


horse illustrations for advertising 
and publication needs. Pers Cro- 
well did the drawings and sketches. 

The company will furnish vari- 
ous-sized zincs, line and halftone, 
and glossy proofs from master en- 
gravings for lithography. 

The announcement we saw notes 
that “the need for such a service 
has been acutely evident for some 
time because of the difficulty in- 
volved in securing original authen- 
tic horse illustrations.” The com- 
pany, located at 520 New Fliedner 
building, Portland 5, also has a 
two-color catalog, available for 50¢. 


What's in a Name? 

We recently received an annual 
report from the O’okiep Copper Co. 
of Nababeep, Union of South 
Africa. We were struck with 
O’okiep, which sounds like a stam- 
mering Irishman, and with its sub- 
sidiary, Tsumeb Corp. Ltd. 

This brought the matter of com- 
pany names to our mind. You 
probably recall that Shell Oil be- 
gan as the Royal Dutch Co. for 
the Working of Petroleum Wells 
in the Netherlands Indies and the 
Shell Transport & Trading Co. of 
London. In the U.S. for many years 
there were two operating compa- 
nies, one on the West Coast, the 
other in the Midwest, united by 
Shell Union Co., a holding com- 
pany. On the West Coast the 
company was known as American 
Gasoline Co. (1912), Shell Oil Co. 
of California, Inc. (1914), Shell 
Oil Co. of California (1916), Shell 
Oil Co. (1929). In the Midwest, it 
was Roxana Petroleum Co. of 
Oklahoma (1912), Roxana Petro- 
leum Corp. (1919), Shell Petrole- 
um Corp. (1928), and in 1939 both 
operating companies were merged 
as Shell Oil Co. 

Then, of course, there’s the Hud- 
son’s Bay Co. Its original title was 
Governor and Company of Adven- 
turers of England Trading into 
Hudson’s Bay. 


Jottings 

Nothing can boost readership 
like a typographical error. The 
Press, Ridgefield, Conn., has a col- 
umn called “Ten Years Ago.” In a 
recent issue, an item in the column 
reported a wedding at which 
Father Blank, still the Catholic 
priest in the parish, officiated. The 
compositor skipped a line of copy, 
neatly marrying off a Ridgefield 
matron of ten years’ standing to 
the priest. Only about 200 copies 
carried the error, but Arthur E. 
Hobbs, vice-president of the com- 
pany publishing the weekly, took 
enough delighted ribbing to be 
convinced of his readership... 

Fred Gardner Co., New York 
agency, sends out a listing of up- 
coming football games each week 
to clients, prospects and friends... 


The following documents may 
be secured without charge fron 
companies sponsoring them 0: 


through ADVERTISING AGE, by an) 
national advertiser or advertisin; 
agency executive writing on hi: 
business letterhead. Address Ap.- 
VERTISING AGE, 
Chicago 11. 


100 E. Ohio St 


No. 3163. More Individual Dealer 


Read Farm Equipment Retailing 

Farm Equipment Retailing, offi- 
cial publication of the National Re- 
tail Farm Equipment Association, 
has issued this file folder, which 
reports the history of the publica- 
tion, the market it serves, its circu- 
lation, rates, special services and 
other details. 


No. 3164. The Kansas Radio Audi- 

ence of 1948. 

This is the 12th annual study of 
radio listening habits and prefer- 
ences by Dr. F. L. Whan of the 
University of Wichita, published 
by Station WIBW, Topeka. New 
items of information gathered in 
1948 include: (1) best-liked pro- 
grams by various types or classes 
of people; (2) listener attitude to- 
ward editorializing by radio; (3) 
ability to recall advertising seen or 
heard the day of the interview; | 
(4) who writes to radio stations, | 
why, and how often; (5) attitude 
toward radio contests and give- 
aways; (6) attitude toward pro- | 
grams giving prizes to listeners 
reached by phone, and (7) attitude 
toward newspaper ownership of 
radio stations. 


No. 3165. Baton Rouge Market 

Data, 1948. 

The State-Times and Morning 
Advocate, Baton Rouge, La., have 
issued this folder of market in- 
formation, including a check list of 
facts about the city, the ABC city 
zone and the nine-parish ABC re- 
tail trade zone. The trend of retail 
sales, 1940-1947, is charted, a table 
shows retail sales broken down b: 
types of business, and retail and 
wholesale outlets are listed. 

No. 3120. vith 
America, 

Institutions has published this 
booklet as an aid to institutions 
in planning and carrying through 
their building and remodeling 
programs. Profusely _ illustrated, 
the articles cover plans, designs, 
materials, equipment and methods 
for hotels, hospitals, schools, res- 
taurants and clubs, with a list 0! 
associations and other sources 0! 
information on building. 


Keeping Pace wu 


No. 3143. Cosmetic 
letries Buying 
Redbook Families. 
Use of various toiletry ‘tems 
among women of Redbook-rea(- 
ing families is reported in this 
new study, for which interviewiné 
was done between March 27 an 
April 17, 1948. A section devote? 
to shifts in brand preference us 
a baseball box-score method ™ 
trace trends, and many pages © 
the book compare new findings 


and Tol 
Habits °% 


with those in Redbook’s 1% 
study. 
No. 3144. Market Memorard" 


for the Soft Drink Indust 
Data on the soft drink mark® 
and information about the m# 
ket potential for bottled beverae® 


are included in this folder, ‘ss¥° 
by the Popular Fiction Grou? 
Charts indicate age, sex, inc 
level and occupation of reade* 
and information given ab¢ y 


Popular Fiction Group’s cover 
of the national market. 
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T. W. LORD, Empire State Building, N.Y.C. 


Longacre 5-5232 
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on Philp 


Make sure your sales drive scores in 
America’s 3rd market. Use today’s 
facts and figures before you schedule 
your advertising in Philadelphia. 
Today’s statistics make your first 
choice THE INQUIRER ... out front in 
Advertising Linage, the dominant 


SASS 
aa 


\ 


force in Productivity. 


in Philodelphia ... 
Retailers Prefer The Inquirer ! 


INQUIRER 2nd PAPER 


DAILY AND SUNDAY 


DAILY AND SUNDAY 


FIRST 8 MONTHS 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnguirer 


Exclusive Advertising Representatives 


ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Andover 3-6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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The active interest of Tribune readers in homes and everything that goes into home 
accounts for the peer returns enjoyed by those who advertise homes and things fo 
the home in the Chicago Tribune. 
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The Tribune’s 41,797,701 lines of advertising printed during 
the twelve months ended September 30, 1948 was the largest 
ever placed in any newspaper in the history of Media Records, 
Inc.—and 21.0% more than any other newspaper in the 
country printed during the period. 

Contributing to this record-breaking volume was the issue 
of Sunday, Sept. 19. Carrying more than 440,000 lines of ad- 
vertising, the largest volume in any single Tribune issue in 
history, it included a large quota of advertising devoted to 
launching the Chicagoland Home and Home Furnishings 
Festival. Shown on this page are some of the visitors to the 


Shown on this page are scenes at seven of the 70 demonstration homes opened for 31 days’ free public inspection during the 
eek = Furnishings Festival sponsored by the Chicago Tribune and the Home and Home Furnishings Council 
) icagoland. 
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70 demonstration homes featured during the Festival. 
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4 The streams of visitors who responded to the Tribune’s invitation to visit these homes reflect the unique com- 
munity position of the Chicago newspaper read every day of the week by the families who account for the bulk 
of the sales made at retail in Chicago and suburbs. 
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The response to this community wide project demonstrates the breadth ana per 
tion of Tribune circulation in every neighborhood and suburb of Chicago. 
, 
' 
! 
‘ People who are interested in homes are good pros- Retailers and manufacturers of home furnishings, 
‘ pects for advertisers. That's why you sell with great- housing equipment and electrical appliances place in 
{ est economy and effectiveness in Chicago when you the Tribune more of their promotion funds than they 
build your promotion around the Tribune. place in all other Chicago newspapers combined. 
i 
! : 
1 ~ hace TEM 
{ In selecting the Tribune to power its Festival promotion, the Home and : °”" 
s nishings Council of Chicagoland made plain its recognition of the Tribu. °° 
j to arouse widespread public interest and response. F 7 IM 
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f responsible for this record-breaking 
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lines of advertising 


» home 
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CHICAGO TRIBUNE TOTAL LINAGE FOR 12 MONTHS ENDED SEPT. 30, 1948—SOURCE: MEDIA RECORDS 

| Seventy demonstration homes thruout the demonstration homes while more than 
| Chicago and suburbs were opened for free 100,000 saw the room displays in the stores. 
; public inspection Sunday, Sept. 19 in con- Here is another illustration of the unique 
‘ nection with the Chicagoland Home and relationship between readers and the 


Home Furnishings Festival, sponsored by 
the Home and Home Furnishings Council 
of Chicagoland and the Chicago Tribune. 

The next day 45 stores thru- 
out Chicagoland invited Trib- 
une readers to visit their estab- 
lishments and see 49 full-size 
rooms completely furnished and 
decorated according to winning 
entries in the Tribune’s $26,250 


Chicago Tribune which attracts to this 
newspaper the largest volume of advertis- 
ing printed by any newspaper in the 
world. 

Consider the buying action, 
the millions of sales at retail, 
produced by these 41,797,701 
lines of advertising. Then ask 
yourself and your advertising 
counsel: Are you taking full 


2 Better Rooms competition. advantage of the opportuni- 
a M , 
° ° apped above are the 115 locations thruout - se 
Chicago and suburbs of the 70 demonstration 
nd pe During the first eight days of homes and the 45 retail stores which on a ties offered by the Chicago 
p. ‘ ‘ ed Chicago Tribune prize rooms during the 
31-day Chicagoland Homeand Home Furnish- 
, this 31-day Festival, more than = 2143yChicagoland Homeand HomeFurnish” market and the Chicago 
4 Home vere Coench of Chicagoland F 
.: 250,000 persons streamed thru = 2¢ the Chicago Tribune. Tribune? 
ae 
ee 4 
irago Uribune 
i WORLD'S GREATEST NEWSPAPER 
Chicago Tribune representatives; A. W. Dreier, 810 Tribune Tower, Chicago 11—E. P. Struhsacker, 220 E. 42nd St., New York City 17—Fitzpatrick and Chamberlin, 
155 Montgomery St., San Francisco 4; also 448 S. Hill St., Los Angeles 13—W. E. Bates, Penobscot Bldg., Detroit 26. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST THREE MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 
| / m 


pune s® 


?TEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 985,000—SUNDAY, OVER 1,575,000 
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more than 
9 out of 10! 


. of the 39,500 families who 

live in Fort Wayne (Sales Management) . . . 

more than 9 out of 10 read The News-Sentinel 
every weekday (A.B.C.) 

Write for new 1948 Market Map 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
ALLEN - KLAPP CO. © NEW YORK — CHICAGO — DETROIT 


Eas‘man Releases 
New Slide Viewer 


RocuestTer, N. Y.—Eastman Ko- 
dak Co. has announced a compact 
new Kodaslide table viewer for 
use in advertising, sales promo- 
tion, educational and general busi- 
ness fields. 

The viewer, which sells for $95, 
projects images of 2 x 2” slides 
on a screen built into the viewer 
itself, with the screen size 7% x 
7%”. Formerly, both a projection 
screen and a slide changer were 
required. Eastman says the new 
projection system for miniature 
color transparencies is the first 
which can be used effectively in 
a fully-lighted room. 


The viewer occupies less than 
10 x 12” of desk or table space, 
and operates from any 110-125 volt 
AC or DC outlet. The built-in 
slide changer holds 75 cardboard 
or 30 double-glass slides. 


To O’Mara & Ormsbee 


John Hancock, formerly with the 
New York Post and who served as 
its western manager in Chicago, 
will soon join O’Mara & Ormsbee, 
newspaper representative, in its 
Chicago office. 


Weintraub Appoints Brows 


Gertrude Brows, formerly with 
Buchanan & Co., New York, has 
oined William H. Weintraub & Co., 
New York, as fashion merchandis- 
ing director. 
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A Marshall Fold Yalion 
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2 for Seattle and Western Washington 
: An Affiliate of the American Broadcasting Company. 
{ 
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in Western Washington. They are the official 
Washington state flower. 

BUYING time on KJR, you reach 1,178,303 
listeners in one of the richest-per-capita markets 
in the world. 

KJR’s 5000 watts at 950 k c. covers the important 
area that any 50,000 watts would reach, (check 
your B.M.B.) and in Seattle, KJR leads ALL 
OTHERS in daytime Hooper! * 


“And the beauty of it is,” KJR gives you these 
values at an extremely low cost. 


FOR more “Beautiful” Facts, talk with AVERY-KNODEL, INC. 
*Dec. ’47- Apr. ’48, Seattle City Hooper Index. 


* 5000 WATTS AT 950 k «. 
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Coopers Ad Chief 
Designs New Line 
of Display Units 


KENOSHA, Wis.—Coopers, Inc. 
credits the drawing board of Dean 
Bacon, advertising manager, with 
a big share of the effort involvec 
in designing a complete new line 
of store and window display units 
for its Jockey underwear. 

Mr. Bacon probably is one o! 
the few ad chiefs of concerns as 
large as Coopers who keeps ; 
well-used drawing board besid« 
his desk, and his new display 
creations are to play a major par’ 
in spearheading Jockey merchan- 
dising plans for 1949. 

The new units, which he pro- 
duced in cooperation with Jack 
Wyss, assistant ad manager, range 
from a plastic single-package dis- 
player up to a wood floor dispen- 
ser constructed of oak and finished 
to resemble’ a modern console. 
Other units in the line include a 
vertical-type wood platform dis- 
penser; wood counter dispenser; 
package displayers for window or 
counter; and plastic trays for 
shelf-stocking and _ display of 
Jockey underwear. The new line 
is ultra-modern in styling, and 
“eye appeal” is combined with 
flexibility of arrangement and use 
by large or small dealers. 

The counter dispensers are pro- 
vided with removable divider rods 
and compartments, making it pos- 
sible to display either the narrow 
package of “Short” and “Midway” 
styles, or the “Over-Knee” and 
“Long” underwear. The plastic | 
trays, for all sizes, are built to | 
keep packages erect and in place. 

Coopers will advertise consist- 
ently in Collier’s, Esquire, Life 
and The Saturday Evening Post 
through January, and expects to 
continue its national advertising 
without interruption in 1949. De- 
tails of the campaign are yet to 
be worked out. 

Henri, Hurst & McDonald, Chi- 
cago, handles the account. 


KSL Advances Evans 


C. Richard Evans, assistant man- 
ager of Station KSL, Salt Lake 
City, has been named manager of 
the station, succeeding Ivor Sharp, 
who has been appointed executive 
vice-president. 


Salton Names Ray-Hirsch 


Salton Mfg. Co., New York, 
maker of Hotable, a wheeled serv- 
ing table with a thermostatically 
controlled heated top, has placed 
its advertising with Ray-Hirsch 
Co., New York. 


NNPA Regional Meeting Set 


The first eastern regional con- 
ference of the National Newspaper! 
Promotion Association will be held 
Oct. 21-22 at the Copley Plaza, 
Boston. 


Gallaher Joins Kight 


Hadley C. Gallaher, former!) 
in the sales promotion departmen! 
of Buckeye Union Insurance C0 
Columbus, O., has joined Kight 
Advertising, Inc., Columbus, 0 


Mole to ‘Western Family’ 

Robert A. Mole, formerly wit! 
the New York Journal of Com- 
merce, has joined Western Fa ily 
in New York. 


—_— 
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% Field & Stream...the : 
oint-of-Sale for more than A 


650,000 Top-Flight Sportsmen! 
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wae UIRCULATION 
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rs he” \ Guaranteed (Effective with the March 1949 issue) be 


With this new circulation guarantee, Field & Stream con- 
tinues its consistent, sound policy of not announcing a new 
guarantee until after the circulation mark has been attained. 


The 650,000 mark was passed this year. 
Now, with the new page rate of $2,200, effective with the 


March 1949 issue, Field & Stream continues to be the out- 
standing buy in the sportsman’s field. 


In 1948, for the 38th consecutive year, more advertisers 


have used more space in Field & Stream than in any other | 
sportman’s magazine. | 


Any way you measure it... 
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WIN THE VOTES OF FARM HOUSEWIVES 


Women play an important part in the purchasing plans 
of the farm family. In food stuffs, wearing apparel, and home 
conveniences they are the purchasing agents. 


You can win their confidence by telling them through the 
local farm magazine, the advantages of 
your products. The Continuing Study of the 
Homestead showed a 94% women's read- 
ership score for page one of the women's 
section. 


To sell the New England farm market—you 
need the local influence of the Homestead. 
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SPRINGFIELD (3), MASS. _ 


‘Kirsten Brings Out 
Lower Priced Pipe 


SEATTLE—A new and lower 
priced pipe model, the Thrifty, will 
oe introduced nationally this fall 
by Kirsten Pipe Co., with the first 
announcement in a two-column 
advertisement in The Saturday 
Evening Post of Oct. 16. 

The new pipe is billed as com- 
bining “all of the famous Kirsten 
smoking qualities in a simplified 
design for only $3.50.” That is the 
lowest retail price at which a 
Kirsten pipe has sold regularly. 
The company’s entire line is fair- 
trade priced. 

The Thrifty embraces some new 
features of design. The lower price 
is made possible by economies in 
manufacturing, chiefly a reduction 
in the machining and finish. 

Announcements of the new 
model were airmailed direct to 
dealers with a full-color sales piece 
and an air mail order card. The 
trade announcement also reestab- 


lished the regular prices — $6 to 
$12.50 —for Kirsten’s line of four 
“deluxe” pipes. During Septem- 
ber, the company cut this price by 
40% (AA, Aug. 30). The response 
to that sale, the company reported, 
indicated a “good market for a 
Kirsten pipe at a lower cost.” 
Pacific National Advertising 
Agency handles the account. 


WOW Sponsors Farmers Tour 

Station WOW, Omaha, is spon- 
soring a WOW farmers tour of 
Europe, in which a maximum of 25 
midwest farmers will study agri- 
cultural conditions in eight coun- 
tries. Members of the tour will 
have an opportunity to live with 
farmers in their homes from one 
to three days. The tour will leave 
New York via Air France on Nov. 
16 and will return a month later. 


R. B. McIntyre Resigns 

Robert Bruce McIntyre has re- 
signed as advertising and promo- 
tion manager of Cox Kitchens, Inc., 
Port Chester, N. Y. Mr. McIntyre 
will not be replaced. 
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SPOTS”’ 


When sales strategy calls for high-spot or test marketing, Detroit demands top 


consideration. This is true, not only because of its consistent retail sales gains 


(greater for the first 6 months of 1948 than that of any other large city), but because 


you can cover this multi-billion dollar market effectively and economically 


through The Detroit News alone. 


The News funnels 95% of its total daily circulation into the 6-county Detroit trading 
area, reaching well over 57% of the total income. And 78% of The News trading 


area circulation is home-delivered! This home readership is responsible, to 


a great extent, for The News’ consistent local leadership in nearly every major 
classification of Retail and General advertising. Yes, Detroit is a great market... and 


The News is a great marketplace through which to sell Detroiters your products! 


432,089—largest weekday circulation ever 


reached by any Michigan newspaper 


554,187—highest Sunday circulation in 


Detroit News’ history. 


A.B.C. figures for 6 months period ending March 31, 1948 


Advertising Age, October 18, 19<8 


Television Attracts 
and Holds Audience, 
Y&R’s Langhoff Says 


ARROWHEAD SPRINGS, CAL.—Tel..- f 
vision, “which gets about 100 
higher set usage during eveni: g 
hours than does radio,” wears we |! 
with audiences, Dr. Peter Langho [ff 
research director of Young & Rub - 
cam, told the members of tle 
Pacific Council, American Associ: - 
tion of Advertising Agencies, he e 
last week. 

Dr. Langhoff based the rema k 
on a special survey made in New 
York by C. E. Hooper, Inc. Three 
groups of between 500 and 6)( 
families were called. Sixty per cent 
of the first group, composed of 
viewers who had sets for three 
months or less, were watching 
video. The same percentage of re- 
ceivers were turned on in homes 
where they had been installed from 
three months to a year. 

Television sets were only slightly 
less popular in homes where they 
had been a part of the living room 
scene.for a year or more, 54% of 
these were on when Mr. Hooper's 
representative called. 

He pointed out the high average 
for television sets-in-use—around 
60% during the evening for the 
non-summer season — compared 
with 30% for radio. 

Sponsor identification for televi- 
sion also is frequently more im- 
pressive than that for radio, the 
researcher said. Hooper rates 
“Texaco Star Theater” (TV) at 95 
for August and September and! 
“Texaco Star Theater” (AM) at 
33. Gulf Oil’s “We the People” 
scores around 80 (TV) and 33 
(AM). 

“With all the devices that sug- 
gest themselves for commercial 
techniques, we may even look for- 
ward to the day when the com- 
mercial will be a peak rather than 
a valley” in viewer interest for the 
medium which now is being used 
by 500 advertisers, he said. 


Weyerhaeuser Names Foley 
to Head Silvacon Division 


The Weyerhaeuser Timber Co 
has formed the Silvacon sales divi- 
sion to handle sales of its products 
made from Douglas fir bark and 
sold under the trade term, Silva 
con. J: P. Foley, manager of the 
new division, for ten years wa 
with the Wood Conversion Co 
Cloquet, Minn., as sales represent 
ative in southern New England 
and for the past year has bee! 
with Weyerhaeuser as district rep 
resentative in the eastern Unite 
States. 

W. G. Van Beckum has bee 
appointed manager of technica 
service for Silvacon sales. For 
merly with Wood Conversion Co 
he has been assistant manager ° 
Weyerhaeuser’s development ce 
partment. Headquarters for Silva 
con sales will be Longview, Was’ 


Gets Cosmetic Account 


Colonial Dames, Inc., Los 4° 
geles, manufacturer of Co om 
Dames cosmetics, has plac«d " 
advertising with David S. Hi .m@ 
Inc., Los Angeles. Test cam) ais” 
will run in several Pacific ©0 
markets. 
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odern Romances reached 


all-time circulation 


at sug- 
mercial 
ok for- 
e com- 
er than 
for the 
ig used 


its second consecutive 
high in September with 1,290,000. 
Modern Romances shows a 52% rise since 


1941 as of J anuary-September 1948, 


sstand increase of 92%. 
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Advertisers Do Well 
on ‘Forbes’ ‘ Inquiry 


New YorK—Top national ad- 
vertisers batted .64] in answering 
a Forbes reporter’s inquiries on 
the value of advertising. 

Similar in approach to his in- 
quiries to agencies (AA, Sept. 13), 
the reporter asked 17 companies to 
exonerate advertising of the 
charge of parasitism, as well as to 
justify the outlay of large sums 
in pushing products against each 
other, particularly in view of cur- 
rent high prices. 

Six companies failed to come 
through with an answer. Forbes 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize eovers, house 
organs, posters, every 
prometion job. 100 new 
photos monthly. Used 
by biggest advertisers. 

rite for new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38 St., N. ¥.C. 16. 


lists them, along with their rank as 
an advertiser in magazines in 
1947: Celgate-Palmolive-Peet (3), 
Liggett & Myers (22), Nash-Kelvi- 
nator (30), Eversharp (46), Borg- 
Warner (66) and Celanese Corp. 
(213). 

Among the first to respond was 
Procter & Gamble, top magazine 
advertiser. Others who responded 
were Swift & Co. (4), Bristol- 
Myers (16), Borden Co. (21), 
Campbell Soup (23), Johnson & 
Johnson (27), Eastman Kodak 
(48), Aluminum Co. of America 
(50), A&P Tea (65), Sherwin- 
Williams (86) and Armstrong 
Cork (100). 


s P&G sent a brief but “pointed” 
letter, enclosing a copy of R. R. 
Deupree’s speech on essentiality 
of advertising to the economy. 
Other detailed replies, says Forbes, 
came from Armstrong, Bristol- 
Myers and Campbell Soup, with 
main points being that advertising 
has proved to be cheapest way to 


sell goods in volume, takes negli- 
gible percentage of each sales dol- 
lar, it cuts over-all costs, helps 
raise living standards, and a re- 
duction in advertising expense 
would mean little in sales price. 

Alcoa wrote a_ bulky letter, 
Johnson & Johnson, Eastman, and 
Swift wrote sketchy ones. Two 
short letters came from A&P and 
Sherwin-Williams, and although 
the paint company made pertinent 
points “without wasting words,” 
A&P answered none of the ques- 
tions, said it had faith in advertis- 
ing, and referred the writer to the 
Harvard or Wharton business 
schools. 


Gallo Names Baker 


E. & J. Gallo Winery, Modesto, 
Cal., has appointed Lynn Baker, 
Inc., New York, to handle media 
buying and retail sales promotion 
of Gallo wines in the states of New 
York and New Jersey, in associa- 
tion with Harrington, Whitney & 
Hurst, San Francisco, national 
agency on the account. 


Rallying ‘round their 


favorite son! 


Sweeping “The United Space Buyers and Advertising 
Manager’s Convention,” CAPPER’S WEEKLY won wide- 
spread endorsement as “The Feature News Weekly of 

The Rural Midwest.” 

“Delegates” speaking from the floor, proclaimed CAP- 

PER’S WEEKLY for its amazing HUMAN INTEREST 

style of editorial technique. 
Other spokesmen, said “CAPPER’S WEEKLY carries 
the Result Producing Banner, in the prosperous farm and 

rural town area of lowa, Nebraska, Kansas, Missouri and 

Colorado, for low cost inquiries and sales of items sold 

direct or thru dealers.” 

In a mass demonstration the “delegates” shouted to the 

crowded galleries, “Put CAPPER’S WEEKLY on your list. 

. + It Makes The Sale!” 


, 


ENUE f 
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Capper Publications, Inc. 


e Burton Browne, the Chicago agencymen who gave up some 2 
accounts a while back in the interest of peace and quiet, thereb 

becoming the object of wistful envy in the local brotherhood, ha 
bought an island from the Canadian government. It’s called Snow 
shoe Island, is in Lake Timagami, Ont., and Browne claims it’ 
complete with 150 Ojibway Indians and Northern Lights e 

e@ The Women’s Adclub of Minneapolis has lost its president. SALLy 
Grsson, of Knox Reeves, Advertising, and her husband Joun (als) 
Knox Reeves), are taking a leave from business to live on the nort 

shore of Lake Superior and relax. “We might write a book,” say 

John, “but then we might not” e 

e Talk about being in the middle: Jack CorNELIus, in charge o! 
BBDO western offices, has a hunting shack which is located almos 

exactly midway between Henry and Wallace, S. D. e THEODORE G. 
Loomis, of the Loomis Advertising Co.’s St. Louis office, has been 


NAME YOUR CLAN—No doubt every Scottish clan is represented in this conglomera- 

tion of shirts. Squinting at the bright sunlight at Vie Keppler’s fishing camp in Canada 

we find, left to right Harry Payne, BBDO art director; Johnny Johns, vice-president 

and account executive on Schaefer beer at BBDO; Harold McNulty, BBDO vice-presi- 

dent and agency chief art director and Vic Keppler, New York advertising photog- 
rapher. 


. 


awarded the Missouri State Junior Chamber of Commerce trophy 
for being the outstanding young man in the state for April, May 
and June. His particular projects were a successful campaign to 
register the maximum number of voters in St. Louis, and service 
in assisting the mayor’s Freedom Train committee e 

e “Old Jim Younc sells the snap and crackle of mountain grown 
apples” in a U. S. News & World Report ad that says his “smart 
move” was the selection of a Ford Bonus Built truck to do the 
hauling. Mr. Young is consultant and former v.p. of J. Walter 
Thompson e@ GEORGE C. JORDAN, public relations director of Olmsted 
& Foley, Minneapolis agency, won’t be around the office much be- 
tween now and Jan. 1, because he’s been grabbed to serve as chair- 
man of the current session of the grand jury of Hennepin County e 
e “Butch” Clenaghen, seven-year-old son of JACK CLENAGHEN of 
Allen & Clenaghen, Portland, Ore., agency, has a baby brother, 
Stevie, born Sept. 19 e D. TENNANT BrYAN, pres. of Richmond News- 
papers, publisher of the Richmond Times-Dispatch and News- 
Leader, has been named by Gov. Tuck to the state library board 
to fill an unexpired term ending June 30, 1950 e 


DOUBLE WINNER—Tom Brogan (left), art director of Campbell-Mithun, Ch cog? 

gets ‘em double this year as a result of his grand slam in Chicago Artists Suil? 

tournaments. Presenting the A. George Miller trophy for low gross score of th 

season is Alex Yaworski, president of the guild (with cigar). Waiting to hanc ove! 

the Chicago Cardboard Co. trophy for low gross average is Neil Johnson. The ville 
cup, won for the second consecutive year, is Mr. Brogan’s for good. 


e@ Epwarp Lams, publisher of the Erie Dispatch and pres ‘e” 
of WICU, new Erie, Pa., television station, has placed a stee ° 
containing many symbols of the modern city of Erie in the cc n¢! 
stone of the new television broadcast building erected there. Th 
is to be opened in 100 years so that the residents of Erie in 2+ 
may learn about the Erie of 1948 e Weddings during the pas fe“ 
weeks include that of BARBARA CAMERON, King recording sta! 4” 
Joe Kort ter, district representative of Frederic W. Ziv Co. in Ci ‘cl? 
nati @e Davi Srtt Burt of Benton & Bowles married E! 20% 
Jackson on Sept. 25 e 

e Int W. Rose II of the Rose-Martin agency, New York, bi 2” 
engaged Sept. 29 to Sara Ransohoff of Long Branch, N. J 2 
Joun F. Casey Jr., of McCann-Erickson, will marry Jane-. ‘dé 
Kenyon of New York on Dec. 11 @ When Peter Hilton, h« 
the newly formed New York agency bearing his name, isn’t p) 
golf at the Ardsley Country Club in Westchester County '. ™ 
low 80s, he’s out exercising his peppy cocker spaniel wit 
pretty daughters e 
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SPACE FOR YOUR MESSAGE 


in the heart of the World's 
Playground, Atlantic City 


YOUR ADVERTISING MESSAGE 


displayed on this bulletin at Pennsylvania 
Ave. & Boardwalk will completely cover 
the many millions of yearly consumer- 
visitors. 

Write for Details Today 


ATLANTIC CITY 


The B.C. Maxwell Co. Atlantic Civ NS 


TRENTON,N. J. 


George Lewis Will Edit 
New ‘Comedy World’ 


George Lewis of the National 
Laugh Foundation, New York, will 
edit a new magazine, Comedy 
World, which makes its debut in 
November. The magazine will fea- 
ture new comedy writing talents 
in the radio, night-club and allied 
fields. 

Comedy consultants include Art 
Henley, author of “Radio Comedy: 
How to Write It,” Milton Berle, 
Henny Youngman, Alan Young 
and others. The magazine will be 
a monthly with a controlled cir- 
culation of 10,000. It will consist of 
16 pages and sell for 25¢ or $2.50 
a year. 


Mirich Joins Lyon Agency 
Mark Mirich has joined W. D. 

Lyon Co., Cedar Rapids, Ia., 

agency, as publications director. 
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NOW..the worlds easiest — 


EASY NOW-—Libby, McNeill & Libby, Ch’- 
cago, will use this full-color page in Life 
next month to spearhead the “greate:! 
pumpkin selling campaign in history,’ 


which ties in related food items. 


Mayflower Oleo 
Offers Premiums to 
Consumers, Dealers 


Cuicaco—Armour & Co. has 
added the lure of both consumer 
and dealer premiums to its mer- 
chandising of Mayflower margarine. 

The offer to housewives was ex- 
plained via a full-color page in the 
Oct. 4 Life, and will be repeated 
with copy in The American Weekly 
and Look. In addition, Mayflower 
coupons will be promoted on the 
CBS “Hint Hunt,” Monday through 
Friday afternoon show. 

The inside wrapper of each 
pound carton of Mayflower will 
carry one coupon, as well as a 
series of premium illustrations 
with accompanying coupon costs. 
The dealer gets a full or half cer- 
tificate with each case of the pro- 
duct, depending upon the size case 
purchased. Each case will carry a 
folder-type catalog illustrating the 
premiums and showing the certifi- 
cate cost on each. 

Consumers are offered a group of 
23 premiums, including sauce pans, 
tea kettles, electric clocks, bath 
towels and rugs, etc., while dealers 
may obtain pressure cookers, ra- 
dios, electric shavers, _ shirts, 
watches, etc. 

Color counter cards for re- 
tailer use illustrate the consumer 
premiums. 


Representative Firm Formed 
Charles Leong, publisher of the 
Chinese Press, has established 2 
publishers’ representative firm at 
38 Waverly Pl., San Francisco. 
Twenty-five newspapers, both 
English and native language, lo- 
cated in Hong Kong, China, the 
Philippines, India and other Far 
East and Middle East countries, 
will be represented by Charles L 
Leong & Associaies. Far East Trade 
& Engineering also will be rep- 
resented by the new company 
Mrs. H. K. Wong is a partner. 


Soya Corp. Names Rankin 

Wm. H. Rankin & Associvte 
New York, has been namec 4 
national and international pb! 
relations, advertising and el 
chandising counselor of the >oy4 
Corp. of America, New Yor. 4 
world wide marketing survey © 
the Soya oil and flour market w!! 
be the first step in the sales pr 
motion plan. 


WHAT’S GOING 08? 


@ Manufacturers and their adve: sing 
agencies are using this inexp: »s/v? 
clipping service for collecting ec 
publicity, for making research = 
market studies, for maintaining ©o™ 
petitive advertising files and k 4 
yeloping sales prospects on « "im 
types of products and services. 
New Booklet No. 10 “How Busine « ¥ 
Clippings” tells the whole s' ‘Y 


BACON’S CLIPPING BUREA! 


BUSINESS FARM GEN 
PAPERS WX papers WX MAGAMNES 
Federal St+.. Chicagm 4 


314 So. 


& 


eee 8 Oe, 7 e Oe ei ke ee eee a i 
“es . ee om 3 Aeeee ae a a eens ete pe a eae “S neae at cha fe ee, i. ee 
ee | FT ee en ie a, A My Paros cos — 
eee sy page ¥ 7 ee oe ie See Sedat abs oe : ee 
gg we pe ae, em Pumpkin Pe 
_ ; | spammer 3 sea $M mm taste that 
| . Be if a 7 y pool old. J 
a 4 } BA Fh. eS —_ _ ‘ 
a a re ae f _ a ae a pat Sg "7 2 
ial a : euearur ire : — - . “a _ - a 1% : e 
- +. F IE a a a Lae ae ae ee .% % 
: ee | 2 ee ta ae 
‘oie ae pecs : a _ = dart fae e 
L, id 7 . Rts | a . - Sees ; ‘ALS . Jc tin 
i . =e ; AEP: 29 a e : ] ay) oe + ee 
3 t Le 4 ‘%. ae e! ? ¢ % 7 
ae ~f pa < -*. : y 4 iy ee é 
ce re. or nha ne) jp ) Pl as Mines 08 £33 / 
- raat be > s Spas —= = 
A OO | 
is 4 
7 er 
OOOO al agp caener ee ainit a a 
| A « 
o AD, 
{ 
— \ 
Bs DN 
2? 9 ~ > 
: ~ ES " 
~\>\. = 
. ~ yw ~ ay, === 
4 EE he 
— | A V2 \~1> Ris POLis 
Rae |S ee 8 be ee TR IRUN 
; ° = «i> ~ a> — Po es 
| \AS\_ERIFISKE S836 ’ 
’ ‘ - D : ~— ae ~ “a, =, dig ’ ) q 
: ’ — a in Ee ai stig 3 
ye | ad -4. > | ~| ~~ DB =, my ~ 
& ~~: nes ~ i ~-, te ™ 
‘ \ = = | “| ay =~, | ~ 
“te % = ~ ~ ry ~— ™”" 
ay V 7 = / ; 
‘ Lay 
i7y 
— HY 530 Ke $000 WATTS 
ce iy ie nec AFFILIATE 
p ee a” BISMARCK NO. DAKOTA 
ae BLK WINES 
_ _ Ba esr" 
r , : a7 ¥ * 4 
iy eee fe a iy ny 
" 7 Ne 
: 4 7 UNDay TRBUNE — Bes 
: s D F Be an pe Ee 
‘ af | CES EVERYONE OPTIMISTIC ee ee Se. 
es ee 
_ Rosy i <> 
: : RE ; ol, with 90,000 of these -_ 
7 : ess than 14 years of age, Yet rr 
; ne leultur) she total purchasing power for 
A : Exceey Outpy, i247 was nearly $50,000,000 and pore . 
i o- Billi, neome per farm unit was $12,500. enanize® gsivle eo _ = ~ 
. By n Dakota's per capita income is mer ene th oh 
7 Ming? Bn $1,678 which is almost ¢ moder ve MOS cots rd. 
: Bisye Pelle Skt hs ost tops for the oas 1 Demme Te ae 
: 5) ARC, tne Prd j nited States. It js the highest metho the marked! rares » 
: Ps. coven Folde, N. > "rite, of any agricultural State, uilers ehis re gnised gurus 
‘ t ang floog “An i acnie ane ats an aN aim 
}- lag 3 tid rap tthles on @Pletey. j > be ore aro — at in — 
. To elton 2Ches ae 2 the — 4x will bring $200,000, _— Dey. as 0.0 opr” 
Ing Ota; a State the boo. * well over $100,000,000, eam “~ perl’ aero® 60?! tot on inetd ° 
ee Progyttricy lie mM. hay, sugar beets, soy beans’ am Ban™ ith guns tot me seks 
E { den, th @ thi, Tal Dr add an additional $125,000 nis ust ¢ gent xjo™ om 
a * Platte “"@ 795 Sen, duet, with approximate} soon is pe SPS ite rss ov? 
co Re yo, the “8.009 atin be. t Y $40,000,000 weary ote a getOr 1 mr 
a 00, wiz fay, Mal rom potat wy mo" cet ° , 
, 2 4, ar, oes. n re ¢' sos 
5 be Mme tg “| Sun NOP aint yen © go’ : 
— - CY oye Whicg From the pase cuiess gt oe 
. : er $7 Paks, te the mah lush Tanches yro™ int By 
_ ‘00,009 Hock —deet, ancesYlll come live “sae & | 
i . —~with - total gs, Poultry com? 
ue than $230,000,099""% of mors . 
: : pr ? 
¢ ~Dion~ 
: . . - y ” deci : ai a eves : : | . i a ; wig i: i. 
Aa F , i cs “| : ai - aa art tap Re tee Bas tenes PS + jae maces my ne iy re, pote eee tee a it ae eer ae os ead a8 ha eye ee RO NEB i> ere t bea a ib PANG ee ae : 


ee He ane os | Se 
eo ee ee ee Sa Ra ne ec ed ea Ra | eee oe -—<.~ 
A ; ce na i! hl shia ati tS 3) nt ae ie Pe ae om ee aie ; J A 
, bag b. oe ; : ge 2 as os pe ee se i Ae eee ea ey ee ei oh es Be Soe 
SS — . anand - _ . = - — . feen a 
—————— — a : a Bath i 
_ - ———- ee 
— Sere 
ese are 
; ieee 
Se 
| | | - 
. oe ae be 
° ie 
: (ode 
= reed aA 
— 
i a ‘@ 
: a 
> 
ae Sg ‘ i Sey ae a pee ey: ee J ae pe iene? Lae be: 4 ' 

. one es ee es «Sneha weer Re, es F = a ee ea Ge i SROs eee a ie 

7 ‘@ ag ok ie fea oleae res hs chen ee ual be eee 8 cf age ee” ay cies 5 en : a Tee bon es ee pi ik ra 

: ear aciiy ie Bh Pei by eo. Re ” Pea a ene ue A ¥ es 

ae ee ay ee Bia). = ih ee ae ce ee ge er es _- i 

. y : % eS See ae ‘ sae gm 2a * wie , cag ra 4 ie 

fe ‘ eo = eee 

st oe a ie Pe, oo? Pn ee ey Mee 4 , ; o 

r we ee ae Pt a ee ae eee Bias +3 ; eee ee Ce emer en es Pom : 
oe es See ate oy Bo as pe soa peer ~ Late , aie aes ns, ee ae ae Ser Se oe i eg aa a : j wie 5 oe oral 

Boe Se) ee ae eee es 2 | ee aoe BE ON, seek Ses eae ented) Aa i. a is : Ca 

—_ his Me occa 1; Se aie “ids Sn genase dete pats Sen a Ae ee 4 a na 

Re tg ae lee ee coe is) mea BS ce er ieee a eo, oe e ; oe 
= RS yee ae Saas ae } i 

aoe eee ee te eee e 1 SAE. a Fa ree 60) ia ee ae is 

i ee ee ee = A = a ; : 

pee ae 5 . gee oon ° ‘ 

nee “ - ai Sie : 

; 0G ety Yee : 
7 ae 
ae ee rer 
Res n e ee 

as a \ ro er a i ) : 

a . ou 1s § ; *, ae 

r- i No magazine er | | 7 

" i ° : ee ee a. 

2. a ‘ch make it up- ore. = 

x- _ ual magazines W ic gilli — 

OF ye ON ks Rea "es 
; ivi 1 ages pote 
he indivi : 3 - 
ee : 
ed : uu aoe 1" 
4 ae 
= | | Group 15 the om’ eas te | 
: sii pipet shes Sow Yas 
er eo Dell Modern es , 
h Shien Sits GE an 6 ; 
a ae ° ch a ad oo _ | 
gh ee azines ea oe he ‘ 
— “th two m ee 1 
| ee bd fie wil —_— ’ Paes gee ste 
ich : apes the ike ee ee ws y 
ill . +. ee te Poe 
" 7 ° on t ica le / . 
ee alae } 
; ‘ion circulation. il &§ 

: ra gi er a milllo ii. | 

ons ing ov oe : 

sts. e ° wth . enue ; 
ae Sag 7 10n eet: 

er- cee uia tenet ; 
ty cue gee Dac oO ito ea ’ 

5O- eae yee eates gine cae } 

"a s the a: | 
s per ae sho ee | 

eae Se yt s . e ae 

y 3 — +. media since i | 
‘eee a xae th 
tee ay tek ae " 

the ee : omen § m ee. 
eae adl a _ 

ifi- ects, Oo a e ae 4 "2 
a em a ok ee ae ? fog 

~ gee brik ace Bae 2 ; or 

) of wea sane e 5 tand eae = . 1} 

a cae i . 9 new a ‘ 
ns Ee fe 941 with a O ae. 
5; or 405 Sas 3 lee a N9 

ath _ |e re-war 1 ’ ae —_ 
tr We een adage 4 7 

lers a. Rate Sei ql : 

. Eh ange 4 tars Bete eel 7 ‘a 

ra- che. 2 nee bce ie +e, 

| epi. ta a sa e. : feo a 

rts oe ee demand a ae _ 

Se SE ae hg ees A — we a ° . oo j ea! im 
- Nag emer © ; J o- Bee 
- , , : ” oe 4 ee 
: f 4 oad ee ‘ nae 
mer i eee ri va 
: eS ee ee este le ial / Melee 
a 5 re : 

th ee a wy pare ne Drie, oo 
Fe gee oa eas) eee ARE rai een tien hie in eee i anit “ : ee / 

d a ea oa Oe RE ran a Pa vl Bis elas 

ia pee a: es ome i ee ee ai. 46, ‘ Tae oe i 
ea aS eek Se shee. ee 5 ee te Ph ey eae a Se ee oer 
1 at - Ca oe eee. eee ae ae Wap etenetitie ¥ ee a es) as wie 
sco Ts tie 5. ae Peo ee BP fe a fo: aaa PN vee yet i A Pe ecagate: Nee 14 ad 
th Pa cage ee ale ee F: acd JE ES Si haa ii Pes eee a fel . . i Bee Sia ae ie 1 *; 
otn Re ae eae sth eas Ce a ap a 2. ee eras bi 7 yal veegeeaaaa Se, ‘ » : ge sy lle a eg |<, «Sais : 
Se NS 1 ae ot og Oe ee ee ail Bt ae deter) en ee 
lo- egy imeem aoe eB ed ghee Boo Me Gale ne eae oO oad tees | ee oes i° 
th Bug eee ee ho) ae ae ee ae Ns as aera Make ponent . ‘ ‘ Pott a Pas a 
ethic, iene Beteaee mene ne pe Pie Sey aS Be 0s ee . eet reer Bi! ca 1m 
¥ ities Tapaltas 2 de cee ce a -f te ee nee ae fg + AS Eee c ¥ Se ee pos 
Far pee pest y ES 2 a I geen a . ae SE S| eae 
“j A reat aie rae Pp er er Genome a ae ee eee ieee. er * GES hale £ PN a oP ies i a oie ee 
1€S, AeA oe ulaE al AS pF re : ee Be ke Bats a an . oS ae : —— 
ee See sta ae ae eae. EF yee ee apie eS pe Sa ecm a ie at aie oe EAR Oa? ta pe Be 

s L , ee hee : eee oe: Liisa Se eee ae eee an iy 2 eel . eo ee seis E. 
eee Se: aes, eens Tar ere aww a ae eee oo re ai TOP eaniges irae Ree Se pay = ga eee % ¥ > at ge ine eo - ie 
Ree ee seg ea fe ee gee ae er a eae ri ie emreur se + cos Ree en ote Mans P< Laer ayo Phe ae ‘ i hie, 

-ade sae ie oe beeen ace Md ast, i ae ee, herent. Ae ct oy 0 aa i ag 

ee aie ee ae es, ee eee Nee Be ee ae 
ep- Ree pte aes ae by ay eer RG eo ee, eee: . 4 % “Ad, oe: pee ea! Bi 
s een re ee ae eee ene eee ees ee oe Cee ae ey 
any Bee oe ee et ig cs os Peay ae ane eee ae {/ Oe aa, f ae 
. cee Pisticci Cae aaa a ee eS ee Baia a ie ao ie wi Bie si. eee “ay ae iio ape ata _ 

‘ eee eee 4 y 3 ae ra a ots eiccare a ae oe = ks 4 a ea = a 
en Pe ete gee Se Reet a EE Rote ela See ar ae -” . 7 eo oo 
pe ee ah ae ee x Pe See ey Geter te ee aie a : S if - fee ica 

ee. gc NS, Bl PO ae a eee See Ra ae ane epee er ae Ua ae hae a vn t ae. iat i. # ios ls 
= i. Re rumen <a 7 ET ater eral a rg a aie i : F zs bik See A . a ie Per , j ee 
as Cee camel eli eee Se gee : ; ig aa - > a Piece . Sa 
: ergs) A eat pec Se iy ae ae ere te inn ee ij Ee. , SS 

tbl tare pee Sy ay eg eS aR choy ae re Si ac ae Aiea Eh fe , Po... ae a 
on fom eae: Papen legge 2 Sct so a aoe PRC Ie Ser, Cue ae ag ee Weiss rn yes at ° s/s Aa SS els 

Ate a Gee hos cone or snk at oa oy : ; ie ty nee see ye f -) Bie a et 

1e! . 5 ee alls ale ean oy : i Peer an eae Fes ae tigers ol oS Eee a "ty, SF Re, io ae ” ee 
- gota st es el aa Pearse Gt ag hee: OS Tier a ' a ‘ ci. ae Ce se’ Pee sere ae ee 

Oye ie Seen jee: : Ranke ae eas a ea : a5 a = \ fae : =e 

ee sage reas Die Cea ae) aS ty . ey, so ™ Im, * ae . 
A ee 2 PP, a i s 4 ‘ * a 44 = 4 pee ie! Sg ae 
F ‘ae ey : ie ; : t% = aa pen re ae een ad 

: of oi ae aoe ; tule  — a *. Oe Tosa - Y eee | Tote: ’ : aa 

; l ne pm a is n oT ian “ oe a er fe te Ti 

wi SS ee ee het" ee eT, ; St a Y iee : ; J we: 

fe aa ee [On ee 7 : \ ‘ as Be a a? Pa ae fees 
yr0- Bars ea panes eee - asareane aoe pee ue eye ay A Ae Pe . ee ee cae * oe oe 
po ee Bo a TNs aa ees ae Aaa eae a ae x ’ = oe E 
upbeeeeng pe te eee, ae ere Be ee ae eo ae ay ea ae as ea et 
ae _ a : pee ie ; PNG eres eae Ree sae Re ae . Fea As ag ee 
Mg Dg Se ete oh a : BO Se lide ce ec ee oe oe rr aS 
nee Se ee thee ae ae : Dy iS i Are ee <a 
: ore eS 8 oe os oe og Pest! aed fee ce et (i a, es ee ee ae ne eas A igi ci ' ae 
sii eck sh SCE alata he ER re ce | eee ee cee aa 
fe ree Bese AIS Ned eo Je aaa ean eee ee ve fo 
? e ae Re a ee pee areas beges te vi eae 
‘ ‘ Ee a 5 oe 
, ee 
— - 
a, [Eee 
ing oi 
com ; 
de ; 
¥ _ 
e. 
- 
ss 
U ae 
aN 
i La 
4 : 
7 
ps 
fe 
oe . — ae 
- > a Bacar 
‘: . Ae 4 z haesen se 
Serre es aw RL. Ese aD so Nie eae ad gee ees ; iia eee. 8 fay oe ga aie . re 
Pig crriy eigen ca eee cd ee iy iit ihn a eae aa seog cig ce ear, fe te Ore ae apie ae ee ; , = bie 
ee ee ees TREREED PANT Bote Os ph ays a ae Pag. eet esi re ee ene Shey Fe ve SS yan te Oe oe ; area et " : os i ee 
Sgr Eee ree MIN er SEAS. Cee, Aopen ig ie chee ie cae ne Tete Pete |G soe eA Otte Se Seenilnnae rage i oti se : i me 
Pea Y ae caer Pepe rage cS Ne ee rete re a SEAT Dot tee, Seis wee Wet ae Hae ee eee ened Ra See 
Ee ae MR eget NE Ce ed ee a Wee RON Fae Len ead omar Aer gen Sone aie eeasah By St nate ene ee gpm rae mere yee 2 Pe, 
eS Te eee ee a ek ee ee ‘ey eat nt Se IC 2 AE a a A ny eg ee eth Age Sei a at lee, Peet 
r mes mt PRE Py, Ree eee we Ker wie heehee TI Ws oy RLS fuer ae meee ea jae oe pee 
ree PESO cee at WN ET Ee ae aaa Cte Col 4 are An 
i eed Fae eee Ai Pigs ee 7. ee 


' 


--— = 


SS See mw oe 


WOLD THE Grab handful of 


fitable business now. 


| DIESEL Bec reges rt 
MARKET "2." 


moving industry. 


Equipment and Sup- 
4H YOUR plies are being pur- 
HAND Frased NOW. 


Complete coverage of 
a big, new industry. 


2 WEST 45TH ST. 
NEW YORK 19,N. Y. 


EDITED AND 
PUBLISHED BY 
REX W. WADMAN 


DIES® 
PROGRESS 


‘Grey Matter’ Brings 


$5,000,000 to Agency 


Idea Bulletin Does 
‘New Business’ Job 
on Many Accounts 


New YorK—Grey Advertising 
Agency, New York, estimates that 
from one-half to two-thirds of its 
$10,000,000-a-year business has 
come directly or indirectly from 
“Grey Matter,” a “news bulletin 
of current ideas and facts’ which 
it has published monthly since 
1934. 

“Either these accounts got in 
touch with Grey as the result of 
information in ‘Grey Matter’ 
which they had found constructive 


or stimulating,” says E. B. Weiss, 


who has edited every issue of the 
publication, “or, when Grey execu- 
tives contacted them, they knew 
about the agency through ‘Grey 
Matter.’ ” 

The agency has no formal new 
business department, and three- 
fourths of the new business sold in 
this period is attributed to Arthur 
C. Fatt, executive vice-president 
and secretary. 

The Grey agency—whose slogan 
is “Manufacturers of Customers”— 
is headed by Lawrence Valenstein, 
president, and Mr. Fatt, both of 
whose names appear in each issue. 
Eddie Weiss is anonymous. Actual- 
ly, he points out, “each issue of 
each edition represents the corn- 


bined thinking of the agency,” 


put into words by EBW: “We try 
to give the impression that the 
people at Grey are smart people.” 

There are three editions of 
“Grey Matter” now—advertisers’, 
retailers’ and television—each of 
which is issued monthly. The origi- 
nal publication, for advertisers, 
started 14 years ago, was followed 
in 1936 with “Retail Grey Matter” 
and in 1944 with “Television Grey 
Matter.” 

(“We missed the boat on radio,” 
Mr. Weiss explained, “so we tried 
to get in early on television.’’) 


ws The original “Grey Matter” is 
now distributed to 1,000 advertis- 
ers who spend more than $100,000 
annually. It reaches from two to 10 
executives in each of these com- 


panies, and has a total circulation | # 


of 4,500. 

“Retail Grey Matter” goes to 
700 leading department stores and 
reaches as many as 40 executives 
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will 
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An veut 8 out of 10 Seattle homes, 


so concentrate it all there. Use the ‘A’ 


Advertising Age, October 18, 1948 


in each. Its combined circulation i 
6,000. “Television Grey Matter” i 
sent to presidents and executive 
of 1,000 advertisers, and nov 


boasts a combined circulation 0’ 


2,500. 

On request, Mr. Weiss said, othe 
people are put on the list for eac! 
edition. Among these are news 
paper, magazine and radio people 
and 65 universities and college: 
which receive up to 85 copies eact 
But obviously there must be a 
limit, some time. 

“In each issue,” he points ou’, 
“we try to make a gift of an ide: 
Usually the idea represents think - 
ing somewhat contrary to prevail - 
ing opinion on that subject. We’re 
provocative, but we find a basis 
for it. 


“For example, a lot of people 
have been saying in recent years, 
‘How wonderful it would be if 
prices came down!’ But we tried 
to show in ‘Grey Matter’ that noth- 
ing is more unsettling to business 
than a price drop. Oftener than 
not, a price decline scares people 
and may be followed by a rout.” 

Among specific accounts ac- 
quired by Grey as a result of 
“Grey Matter” were Schenley’s 
Gibson whisky division, DeLong 
Hook & Eye and part of the Men- 
nen business. 

Interest in the Grey way of 
doing things sometimes is stimu- 


lated further by special offers in | 


the publication. One of them, last 
April and May, was for a smal! 
booklet of “103 Tested, Sales-Prod- 
ding Ideas.” Mentioned in news 
stories in ADVERTISING AGE, and 
other business papers, the offer 
brought 2,000 individual requests 

At the same time “Grey Matter” 
offered free a $1 binder for copies, 
and got requests from 350 national 
advertisers for it. The binder holds 
two years’ copies. 


ws In this connection, presidents, 
vice-presidents and sales and ad- 
vertising managers of a lot of 
leading advertisers wrote to ex- 
press their praise of “Grey Mat- 
ser.” 

Interest in the television edition 
is relatively small as yet, but 
Philco’s rival, RCA, requested 100 
copies of the September issue for 
its distributors. 

Grey executives have shared 
their thinking with competitors. A 
dozen agencies with estimated 
combined billings of $150,000,000 
are now receiving “Grey Matter, 
but Mr. Weiss said that “we don't 
intend to add to this list.” 

“Retail Grey Matter” has 
brought response comparable 10 
that of the national advertisers 
edition. Recently, the agency asked 
the heads of 232 leading depart- 
ment stores for a list of thei 
people who were then reading the 
publication. “We had planned | 
cut the list a bit,’ Mr. Weiss ex- 
plained, “but we ended up wil! 
more names than before.” 

Incidentally, Macy’s wante 
of its executives to read “Reta! 
Grey Matter,” while Gim?els 
New York, asked for only 14 cop- 
ies. 

Including a rather substantia 
salary for Eddie Weiss, the :re! 
people estimate that the ag 2n¢) 
has spent $250,000 on “Grey ‘Jat 
ter” in 14 years. 
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Calgon Names Rice V. P. 


Owen Rice, manager of the Cal 
gon threshold department, ha: De®" 
named vice-president in cha! 
commercial chemical saies 0! 
gon, Inc., Pittsburgh, a subs’ | 
of Hagan Corp. 
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THE PHILADELPHIA BULLETIN STATIONS 


Represented by WCAU Sales Staff in Philadelphia and New York . . . elsewhere by RADIO SALES. 


immo =" 4 eee eek a 7 —s Se et AS as ae “4 Desa eee 4 z ee as ie a rN See eo oe : i— eo 
a «i a (deters ie q ye a as 3 ek oe a lk tah ody steps t spe ian. ‘ ae fin % ; ie ie bs oy sige Beem os ” ee iy ey Cae. eae Pee es ee ) per a i i ae ae eles 73 iii pares Ra ke ee Lo 2 pt emt ee. . E Rt ee z Fee 
so : * : . — a ———_ — iy Bee ane 
. ——————E -— A - ———— SS ee ee - ~ — Messi eat he 
P oe 
n ; sii. Sika. 
; ry ae 
: sg — 

y ah ; > 

| ee A - 
& ; % — ae y ie) Bagg aril me - "4 ae tr 2 . . os 
he — re eer aoe at gt ¥ ; sis a RO ae Ie eT i nits iN ace! ° . F 
- - ne ee ge ge | OT ee Sg age ae , ae eee >, es +5 

! ee ae ae a oe Oe a, a Z 
s, Swe ; —_ Ee Ue ee ee a a “4 7 
‘ - as ee ie pet ay ® a : ‘achat ae : if are 
if oy - = oe ; 
‘2a ae ie * ‘ 
oo ne fica ebbinn fe Cee Sts gg : 
vi : by nes ae Bi rn) eee Soa ae ae ae “a a bat 5 ala ns pp eas = * ‘< 
es ae ee Se a ge he se VERT am Oe eRe, ai 
’ he ee Rare hee el ge ee A rien te his, ge Y By 
c See my Seat. a oe 1 We : r . ° aut ae 
ce = hie ge a eae ws Z i i ee aH ’ Sie ee 

: tie ey a : Bi re sa tae 

re ne a ee ee eee a eee . Wat a mae ae Pe oe 
sia eerares Bet 3 bei ts ee poe (Rena es = a ie Ps nee ye ee - 4 Press ig ba ae , ie 
ca meres ey, ; : : rao ee OE es 4 oh eee 
; FIRST IN EVERY PHILADELPHIA _ 
if =i . re “hs 
ed 7 : . 
SS eee ; a Se Seer aee 
metens ‘ee 2 : ak Sa eee ; 
an atta ae ee ee 5 ; E ge ES eee tres iee cad : iy 
SP i) ere ao. : EPR Sh ey eee F bts 
om ee CBS AFFILIATE isis z — 
t.” Bt hie “ se : . ae ! : hae : ce. it 
Bie he i te RA ng ear eee 2 a : [ire 
ic- are men Wm Smeer 20 + a 23'S ARR eis Coeds okie ; “od eae 
of e il be) a Be are aaa ene A ie 
y’s so, eae Sam Sub Sees he a on 7 
N ee a eet ie = Ro ool eee glk: ee Be 4 nae . ‘ 
ng ET re gt et 
3 Pag” i an Fe Ah. “i : Ro bar <o 7 a ieee ies “el a ; 
* o iG : hf Te gn ag CMRP me! 
n “ye Sp WAN SS *c, ; : ee 
Ft ot ab fr§g } ae s ae : 
ie? 2 Hd bby j eS eee A 
ae FS oe Ya P 4 f <4 Pe. 
of GP? Sf tff J Ds 8% , 
¢; sf a i saa ~ « fi : » P 
tu | MWe Efe 7 
; 4 ‘ i 
in iF 2 S pif ‘ 7 
ast i; iS éf | i pe 
~ ff . ome 
all (2 ff; $j ao ‘ +\"t oes 
- * é — 
od- if ffi i} f é 
WS j 4 hs /éa oom Ne fi ; 
. 4 \ 
and ; ¢ 4 i i ry | ; . 
Pe eae } 
fer % 5 cs 7 . a . } "ly! 
: a3 4 ot = - 7 
sts 333 ' ; 
: si ) 
er ‘ga Vt | 
ies, ti % ’ 
nal Hy i ' 5 
> , met 
Ids é Aj %. eS 
. ’ . 
| ae 
nts, ; ¥ | 
P~ 4 ‘ 5 . } ; 
/ ; 3 “ 7 
; _—— 43 
hid fj \ Ly 
* cal 5 
ij ’ i 3 ; a 
F i H , a 
SL iy f j gz fe ° | : 
¢ i t } ea 
- ) ‘ 7 / WY -_ 
i eae 
—~— } oe 
( you” "4 ee 
, | 
Se , ; 
has > 
é : 
pe t / 
| a 
sers sa 7 
sked : 
part- . 

5 1 3 - = 
thei! u-< a 
x the a 

eres i 
dt a Lr 
: ex 16 Bak 

with ee 
ae 
<j .— 
etal _ i 
ie, | 
20p- ere. 
ee 
Bas te» 
aad 
sntia a 
_ ' aK | 
Ie - 
= 
: 
ge § : 
Cal- 
liary ; : 
—— oe | P| 5 ® 
5 
al e 
+ ; 
-\ a = 
| bt it 
ees, 
Nay 
a ee 
: a. 
a _ 
at eee «| 3 Meas ee eee Ree. Oe oe ‘ BS : Shs Geet 2 ee a sa! PAE gc A Pe supe OTN Soy) ip NRE Sie” ARE SI DN 1 See Ia deg go eh ET FM ee Pewee Ge ie dig Bla), 1 eum eM g Ree yg rae heen ea ke aie a aegis nn Ne eee a ieee A oe! Rewer 
Leena ts tole Rt ae Was eRER Ae Se aed ee uae lee A For A Yamane Oe REY Arne Tee Sg my Fas ak A, ae SN wat Lies yeep a ae a woh CBM ee Na Ee GL RIS ye eS Pe ee eee : ene ne ie See 


ze 
-—m & ame 


: 
a a a a 


Grocery ‘Day’ 
Sticks, Inland 


Members Discover 


Shift in Food Ads 
Difficult, Several 
Dailies Report 


Cuicaco—Efforts to shift some 
of Thursday’s and Friday’s grocery 
advertising to editions earlier in 
the week won’t meet with quick 
success, it was made clear last 
week at the 64th annual meeting 
of the Inland Daily Press Associa- 
tion. 

Executives of three of the dailies 
attending one of the roundtable 
discussions of common problems— 
those for newspapers of more than 
25,000 circulation—said they had 
already tried to popularize two 
grocery “days” with advertisers. 
Agencies handling some of the na- 
tional food accounts prefer the 
shift to Monday or Tuesday is- 
sues. But local advertisers, the 
dailies’ spokesmen said, continue 
to hold out for Thursday and Fri- 
day to attract the weekend buyers 
in their customary droves. 

The dailies are not turning down 
any legitimate copy, however. B. J. 
Kahler, Argus-Leader, Sioux Falls, 
S. D., serving as chairman of the 
roundtable, said several news- 
papers had reported their willing- 
ness to revamp their comic pages 
in order to aecommodate the small 
L-shaped advertisements Wm. 
Wrigley Jr. Co. has just started on 
a five and six times weekly basis 
(AA, Oct. 11). 


w Several of the papers said they 
are turning down mail order ad- 
vertising, and other “outside” copy 
such as used car advertising, which 
competes with local advertisers 
operating in the papers’ immediate 
trading areas. 

The majority of dailies in this 
group has increased local adver- 
tising rates during the year, and 
new advances may be necessary, 


New Technic 


gives COLOR 
Black & White 
Certainty! 


It’s straightforward 1-2-3 . . . film, 
prim, engravings . . . when you work 
from a CHROMART Print instead of 
the color film itself. 


The same routine as black & white, to 
give you the same dependability, the 
same flexibilities: Lets you retouch, 
letter, scale to size, paste into final art. 


Even more important, your plate- 
maker gets client-approved flat copy 
to match. No uncertainties as to how 
the transparency will reproduce, no 
arguments later. 


CHROMART Prints, made from your 
color films, are priced from $52 to 


$122, depending on size ordered. 
Write! 


Frank Miller Laboratories 
846 N. Fairfax, Hollywood, Calif. 


America’s oldest colorprint service . 
the choice of top advertisers for 11 years. 


several indicated. Rates were 
boosted an average of 10%. A 
fewer number have raised the na- 
tional ad rate. 

A widespread trend toward in- 
centive and bonus plans for local 
display salesmen was reported at 
the session. An individual bonus 
plan for his paper, said Mr. Kah- 
ler, has helped increase the volume 
of advertising. Representatives of 
other dailies said such plans were 
already in use or were contem- 
plated, ‘vith the classified depart- 
ment personnel included in some 


cases. 

James W. Irwin, senior partner 
of James W. Irwin & Associates, 
management consultant, discussing 
“Industry’s Obligation to the 
Press,” said, “Industry must re- 
spect the independence of the 
press, from the business office or 
any other influence. Industry must 
respect the press as the public’s 
advocate. Industry can no more 
say ‘the press be damned’ than it 
can say ‘the public be damned.’” 

Industrial heads, said Mr. Irwin, 
need to remember that the com- 


pany’s activities have a direct im- 
pact on the community welfare 
which makes what the company 
does of primary importance to all 
its citizens. 


a “Any industrialist who recog- 
nizes the press as the public’s ad- 
vocate,” he continued, “is not only 
paving the way for greater satis- 
faction in his own operation, but 
he is helping the United States to 
achieve the understanding that is 
so vital to the continuance of 
liberty in our time.” 
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In Inland’s second annual loc: | 
news contest, conducted by th: 
University of Wisconsin School < { 
Journalism, awards of merit we: > 
made to 20 dailies from 12 states 


and Canada. A total of 127 new:. f[ 


papers, 20 more than last year, w: s 
entered in the competition. Fir: 
place awards in the six classes 
were made to: Class A 


Ind.; Class B (5,000-10,000), New: - 
Herald, Marshfield, Wis.; Class * 
(10,000-20,000), Mining Journc|, 
Marquette, Mich.; Class D (20- 
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00-50,000), Journal, Lorain, O.; 
‘lass E (50,000-150,000), Tribune, 
Salt Lake City; Class F (above 
50,000), Chicago Daily News. 

M. M. Oppegard, editor and pub- 
isher of the Herald, Grand Forks, 
VN. D., was elected president of In- 
and for the coming year, suc- 
eeding Joe M. Bunting, general 
nanager of the Pantagraph, 
83loomington, Ill., who was named 
hairman of the board of directors. 
The association, which includes 
122 daily newspaper members, 
1amed Oscar S. Stauffer, pub- 


lisher, State Journal, Topeka, Kan., 
and president of the Stauffer 
Newspapers, vice-president. 


s Directors selected for three-year 
terms are Albert M. Marshall, 
editor and publisher, Republican 
Eagle, Red Wing, Minn.; Joe H. 
Nixon, president, Tribune, Peru, 
Ind.; and Louis A. Weil Jr., pub- 
lisher, Herald, Grand Rapids, 
Mich. 

The second annual Minnesota 
Award, established by the Univer- 
sity of Minnesota School of Jour- 


nalism, was presented to Tom H. 
Keene, editor, Truth, Elkhart, Ind., 
“for service to journalism of a 
high order over a period of years.” 


Personal Starts Local 


Drive tor YES Tissues 


Personal Products Corp., Mill- 
town, N. J., will launch a campaign 
for YES tissues this month in 15 
markets east of the Mississippi. An 
average of 25 announcements 
weekly will be used during the 
entire winter and in all but three 
of these markets a newspaper ad 


ee 


will be run every day except holi- 
days and weekends through March 
31. 

Batten, Barton, Durstine & Os- 
born, New York, handles the YES 
account. 


KMOX Appoints Ringlep 

Carter Ringlep, general sales 
manager of Station KMOX, St. 
Louis, has been named assistant 
manager in charge of nighttime 
operations. The station is now 
aired 24 hours per day six days a 
week and 20 hours on the seventh 
day. 


"Introducing a new service to American Business 
hy the producer of fine 


business papers watermarked... poy 


to do it easily with a fresh, 

friendly approach. 

First booklets—the story of 
MONEY-MAKING MAIL 

and How to Put Sock in Your First Sentence 
— are waiting for you right now. So follow 
the lead of other successful business men. 
Learn how to put more pay in what you say. 
Write today — all booklets free/ 


Here’s a way to put new life in your busi- 
ness letters . . . more power in your pen 
. . » More money in your pocket. 
Read MONEY-MAKING MAIL, the series 
of free, new booklets “by Fox River” that 
will teach you the secrets of the letter experts. 
You'll learn how to make your words reach 
out and pull business prospects right into 
the center of your thinking. You'll learn 


His many books on the art of 
letter writing are widely 


How? 


4 ways to better letters... 


Dr. Rebert R Aurner 
Director, Better Letters Division 


Fox River Paper Corporation 
Author of the Money-Making 
Mail booklets, Dr. Aurner is 

a nationally-recognized letter 
authority. For 18 years he 
was ranking professor of 
business administration at the 
University of Wisconsin and 


of the Lecture Bureau. 


© ‘ 


by 


Fox River 


1112 
APPLETON ST. 


River 


Cotton-fiber Bond, Onion 
Skin and Ledger 
River’’ — crisp, clear and 
sturdy fine paper that rep- 
resents you well, 


“by Fox 


Fine Papers 


APPLETON, 
WISCONSIN 


Please send booklets on“ Money-Making Mail.” 
I'm attaching our letterhead to this coupon. 
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Ben-Gay 

Camel Cigarettes 
Cavalier Cedar Chests 
Chevrolet 

Courtley Men’s Toiletries 
E-Z Mills 

Fisher Flouring Mills 
Max Factor 

Richard Hudnut 

lodent 

Johnson & Johnson 
Mortite 

Murine 

Nesco 

Nestle Colorinse 
Pacquins 

Parker Pen Quink 

Trend 

Sani-Flush 

Scotch Tape 

Dr. Scholl 

Sergeant's Disinfectant 
Simoniz 
Swerl 
Toni Home Permanent 
Woodbury 


 & 


Bab-O 

Better Homes & Gardens 

BinB Mushrooms 

Borden’s 

Burnett's Vanilla 

Chiffon Soap Flakes 

Chore Girl 

Cocomalt 

Cream of Wheat 

Dromedary Mixes 

Fla. Citrus Commission 

Frigidaire 

General Mills—Pyequick 
Pressurequick Saucepan 

Hormel Chili 

Knox Gelatine 

LaChoy Food Products 

Lynden Products 

Nabisco 100% Bran 

Ocean Spray Cranberry 
Sauce 

Pillsbury Mills 

Quaker Corn Meal 

Quaker Farina 

Q-T Instant Cake Frosting 

Royal Puddings 

Roylies 

Silvo 

Spam 

Sun-Maid Raisins 

Swan Soap 

Swift's Diced Meats 

Swift's Peanut Butter 

Van Houten‘s Cocoa 

Wilbur-Suchard 
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FEATURED IN 


HA Weekly Sponsored Column of Things Advertined ond Interesting: 


15,709,211 Circulation Every Sunday 
in 63 Great Newspapers 


14,824,020 Circulation Every Thurs- 
day evening or Friday morning in 
81 Great Newspapers 


For further informction write to: 


BUY-LINES 


271 Madison Avenue New fock 18, N.Y 
360 North Michigan Avenue, Chicago | 

135 Montgomery St. y ogee pig 
133 SW. Oak Street, Portions 4 Oregun 


2¥7— ‘Wilshir» Boulevard Los Angeles § Cati: 
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PERFECTLY TYPICAL 


People act just like people in “Test Town, U.S.A.” It’s 


perfectly typical of the nation. That’s why the U. S. 
Government chooses it for important tests and studies... 


why public opinion pollsters and advertisers make sur- 


this market. One newspaper — and only one — guides 
them. Write for free market data book, “Test Town, U.S.A.” 


-— 
‘yf: SOUTH BEND, 
IND. 


veys here. The people who live in this market, buy in_ 


Most Minnesotans 
Endorse Giveaways 


MINNEAPOLIS—In the _ current 
controversy over radio giveaway 
programs, many Minnesotans have 
given the nod to the backers of 
the gift shows, according to a 
state-wide survey by Minneapolis 
Tribune’s Minnesota Poll. 

Nearly three-fourths of them 
said they listen frequently or at 
least occasionally to such programs 
and 64% think radio programs on 
which “luck or chance decides the 
winners” should be permitted to 
continue despite FCC protests and 
the slurs leveled on such shows 
by other radio prograins and their 
stars. 

FCC hearing on clamping down 
on giveaway shows is scheduled 
for October 19. FCC estimates that 
more than 40 network programs 
of the giveaway variety enrich 
listeners by more than $150,000 
a month. 
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. = . No matter how you figure it, The Boston Post is your ~~ 
ERS \ BASIC BUY. Among all standard-size Boston morning ~~ | 
oon j . newspapers, The Boston Post has far more circulation in ~~ 
oe @ CORPORATE BOSTON @ I15-MILE AREA — : 
_— @ 10c FARE ZONE’ © @ 30-MILE AREA 


are sold, The Post leads in 25 of them. (A. 8. C. 
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he Boston Post 


further information and complete proof, consult the KELLY-SMITH COMPANY, national representatives, 


And in the 27 counties where 94% of all standard-size Boston newspapers 
12 Mos, 3-31-47), 
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In the Minnesota study, inter - 
viewers questioned a cross-sectio | 
of men and women 21 years of ag: 
and older in all parts of the stat: 
In answer to the question, “Hav» 
you ever won a prize on a radi) 
giveaway show?” 4% said the, 
had. However, in listing the prize , 
largest cash award mentioned we; 
$5, indicating none had won an, 
network awards. 

Men outnumbered the women i 
disapproving the shows, 27% com - 
pared with 20%, while 68% cf 
women listeners approved against 
58% of men. Fourteen per cert 
had no opinion in the matter. The 
younger the person, the more 
popular the programs appear io 
be: 80% in the 21-29 age bracket 
approve and 11% disapprove; but 
among older folks, 60 years old and 
up, 49% said okay compared with 
34% nixing the idea. 


ws Percentagewise, the frequency 
of listening among those polled 
was: Very often, 36%; once in a 
while, 38%; very seldom, 20%, 
and never, 4%. Two per cent gave 
qualified answers. Figures were 
nearly equal among men and 
women. 

Eighty-three per cent in the 
21-29 age group listen “very often” 
or “once in a while,’ compared 
with 67% in the oldest group. A 
third of the college educated 
adults listen very seldom or never. 

Greatest opposition to giveaways 
is found among those in the 50-59 
age group (26% would ban give- 
aways) and among those 60 or 
older (30% opposed). One-fourth 
of college educated people would 
ban them, too. However, 68% of 
city people, 62% of town residents 
and 59% of the farm population 
feel that the programs should be 
allowed to continue. 


CCNY Adds TV Awards 


Three television awards will be 
added to the list of presentations 
made annually by the City College 
of New York at the 1949 broad- 
casting and business conference, 
which formerly included competi- 
tion for radio only. Entry blanks, 
now ready for distribution, must 
be mailed by Jan. 31, 1949. 


Hokenson Named A. M. 


Harry W. Hokenson, formerly 
assistant classified manager of the 
San Diego Daily Journal, has been 
appointed advertising manager o! 
Tunafisherman, San Diego. He 
succeeds Bert Rice, who has re- 
signed. 


Advance Promotes Miller 


Doris Miller, assistant to the 
vice-president of the Advance Pat- 
tern Co., New York, has been ap- 
pointed sales promotion manage! 
of the company. Miss Miller joined 
Advance in 1944. 
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Here’s proof positive that Elks are preferred pros- 
pects. Stewart, Dougall & Associates, after delving into 


the lives of The Elks’ subscribers, now disclose some 


mighty interesting statistics. 

The median annual combined family income of an 
Elk is $5,472.33—68.9% pay taxes on their own 
homes ...92.6% carry life insurance...99.1% tune 
in one or more radios...94.1% cool their food and 
beverages with mechanical refrigeration. 

What's more, 83.3% of all Elks possess pleasure 
cars...56.2% take one to four pleasure trips a year 
...and 31.8% take five or more such jaunts yearly. 


ASK TO SEE “PORTRAIT OF AN ELK’’— NOVEL 
PRESENTATION OF NEW SURVEY FACTS ON 
THE NATION-WIDE ELKS MARKET—UNCOV- 
ERED BY STEWART, DOUGALL & ASSOCIATES 


You'll find that Elks are enterprising, too — 51.9% 
are business owners ...46.1% are administrative and 
operating executives ...11.6% are professional men. 

Elks rate unusually high as men with a yen for 
recreation. 59% fish...45.1% hunt...31.5% play golf 
... 31.7% bowl...and 19.3% are camera clickers. 


If these facts from the new Stewart, Dougall survey 
have whetted your appetite, see the full-course presen- 
tation —"’Portrait of an Elk.” At your fingertips we will 
put complete facts on The Elks’ market and on this 
magazine’s readership. Contact? Just write or call our 
nearest office. 
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(Have these words “costs less” vanished from the language? 
Almost... yet not entirely.) 


Today virtually the only commodity that still costs less than 


in 1939 is the American consumer himself. 


Today an advertiser by carefully choosing his medium can buy 
circulation (that 1s, customers) for considerably less than he could 
in 1939. Nowhere, for example, has the cost of a customer 


dropped more than in net work radio. (SEE “ADVERTISING & SELLING,” MAY 1948) 
And nowhere in network radio does he cost as little as on CBS. 


Today an advertiser's dollar spent on CBS delivers from 87% to 
57% more listeners than on any other network. For the second 
vear in a row, CBS sponsored programs have again averaged 
the lowest cost per thousand families in all network radio 


—13% lower than the average for the other three networks. 


Today “costs less” may be two words inaudible in most places 
throughout the land, but they can be heard in Radio, 


and most distinctly on the Columbia Broadcasting System. 


CBS 


—where 99,000,000 people gather every week ! 
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‘Stop the Music’ 
Reaches New High 
—Without Success 


SEATTLE—It looks as though this 
business of digging up prizes for 
radio giveaway shows has finally 
reached into the stratosphere. 

Miss Bluma Goodson, speaking 
as merchandising director for the 
ABC show, “Stop the Music,” 
tossed a little suggestion in the 
mail to Boeing Airplane Co. ask- 
ing how about giving a four- 
engined Boeing Stratocruiser as 
one of the prizes. 

Boeing gets many a strange re- 
quest, but Miss Goodson’s topped 
them all. “Our sponsors,” she 
wrote, “pay $2,000,000 a year for 
the show, or $40,000 per broad- 
cast for the privilege of ... reach- 
ing this tremendous circulation... 

“You can put your airplane into 
our jackpot and receive a descrip- 
tion and an additional plug per 
show, for no other cost to you than 
your airplane. You will receive 
two name impressions per program 
as long as our jackpot holds out— 
which is until our new mystery 
melody is cracked. We can’t say 
exactly how long this will be, but 
a conservative average is five 
weeks. Five weeks—at two men- 
tions per show—on the top rating 
participation show in America is 
worth in cash terms a good $75,000 
in hard circulation.” 

This was the plea Miss Goodson 
sent recently to various com- 
panies (AA, Sept. 20). 


s But the letter didn’t help the 
boys at Boeing a bit. Harold Mans- 
field, Boeing director of public re- 
lations and advertising, tossed the 
package in the lap of Carl Cleve- 
land, advertising manager. Gently 
Mr. Cleveland broke the news that 
the Stratocruiser is an 80-passen- 
ger luxury airliner, weight 70 tons. 
He wrote: 

“ ...We appreciate very much 
your interest in Boeing aircraft. 
However, we doubt that one of 
our airplanes would be a suitable 
prize for ‘Stop the Music.’ The 
winner might be a bit nonplussed 
to find that he had won an air- 
plane requiring a crew of five.. 
and he might likewise have some 
bit of difficulty in finding storage 
space for an airplane with a wing 
span of 141 feet and a length of 
112 feet. 

“From our standpoint, we rather 
doubt the wisdom of giving away 


$7,000,000 
BUYS A LOT OF BATTERIES 


And that’s only a minor fraction of 
the $114 billion Motor-Freight Car- 
riers spent last year on parts, fuel, 
equipment and the thousand-and- 
one other things they need. Motor- 
Freight Carriers get their ‘‘where- 
to-buy-it” information from the 
pages of TRANSPORT TOPICS, 
the only ABC paper devoted to 
trucking. 16,000 paid copies weekly; 
45,000 Third-Monday distribution. 


@ 


Gransport Topics 


The Nationa! Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


an airplane which we sell for 
$1,500,000 in exchange for adver- 
tising time which you indicate 
would have a value of approxi- 
mately $75,000...” 


NRDGA Will Meet 
in N. Y. Jan. 10 


“Democracy Works Here,” is the 
theme of the National Retail Dry 
Goods Association’s 38th annual 
convention to be held in the Hotel 
Pennsylvania, New York, Jan. 10- 
14, 1949. A total of 33 separate 
sessions will be held. 


Sessions to be held include those 
for top management, controllers, 
personnel executives, sales pro- 
motion and advertising directors, 
credit men and representatives of 
smaller-volumed stores. 


N. Y. BBB Elects Wood 


John C. Wood, president of 
Brooks Brothers, New York, has 
been elected president of the Bet- 
ter Business Bureau of New York 
City, succeeding Sheldon R. Coons, 
who had been president since 1945. 
Also elected were: executive vice- 
president and chief executive of- 


ficer, Hugh R. Jackson, former ex- 
ecutive director of the Public 
Charities Association of Pennsyl- 
vania; treasurer, Edmund P. Liv- 
ingston, vice-president and secre- 
tary, Union Dime Savings Bank; 
vice-presidents: Louis Broido, ex- 


ecutive vice-president, Gimbel 
Bros.; Mead A. Lewis, Dick & 
Merle-Smith, and William E. 


Robinson, executive vice-president, 
New York Herald Tribune. 


Appoints Arthur Cady 
Arthur Cady, formerly with Do- 
herty, Clifford & Shenfield and 
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Young & Rubicam, New York, his 
been appointed executive art d- 
recter of Hewitt, Ogilvy, Benso, 
& Mather, New York. 


Buys Scotchlite Rights 


Smith-Morse Decals, Inc., Lis 
Angeles, has purchased the excl: - [/ 
sive sales rights to By-Buk pro: - 
essed Scotchlite for application ‘o 
all highway transportation equi) - 
ment. The By-Buk process permis | 
quick mounting of Scotchlite, a 
product of Minnesota Mining &f 
Mfg. Co. . 
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Luxury Cars Waste 


Vital Materials, 
Industry Is Warned 


PrITTSBURGH—The nation’s auto 
makers are headed for certain 
rouble, and are involving national 
safety as well, by turning out 
wider, longer and heavier cars, 
Delmar G. Roos, vice-president of 
Willys-Overland Motors, Toledo, 


r ‘ pr pee age NE ey 
21k cay a 7 Vin te Cl ga eee oe So: Sa 


Managers’ Club of Pittsburgh. 

The trend to bigger cars is being 
followed, he declared, despite 
shortages of steel, oil and rubber 
which should be carefully con- 
served. “It is ‘already dangerously 
late,’”’ Mr. Roos said. “The time has 
long since passed when the indus- 
try should have forgotten luxury 
and devoted itself to the conserva- 
tion of those products on which 
might easily depend the national 
safety.” 


added, is that the current situation 
in the industry cannot continue. 
He said the trend may be stopped 
by prohibitive taxation; by mount- 
ing prices of steel, rubber, oil and 
gasoline; or by costs of buying, 
operating and maintaining auto- 
mobiles that will be so high the 
industry will shrink and many cars 
will be forced off the road. 


a Mr. Roos, who has spent 35 
years in automotive engineering 


Willys-Overland Jeep and Jeep 
line of vehicles, urged that all post- 
war cars be redesigned on the 
basis of present-day realities. He 
said his own company had met the 
situation from the start of postwar 
manufacturing in 1945 with light- 
er vehicles constructed for econ- 
omy and low cost of operations. 

“TI emerged from the first world 
war with a new respect for a pound 
of steel and a gallon of gasoline, 
he said, “and my convictions in 


The only thing certain, 


‘harged last week before the Sales 


and design, 


and produced the|this respect have grown steadil) 
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ESQUIRE’S BRIDEGROOM, The Wedding Magazine for Men, 
offers advertisers the key to the 


V¥.-billion-dollar annual Bridegroom market! 


A complete, semi-annual 
Esquire-size magazine on 
weddings from the man’s 
point of view! 


There’s never been anything like it! 

Now for the first time in history advertisers can reach 
the 1%-billion-dollar annual bridegroom market effectively 
and completely—with the new Esquire’s Bridegroom—for 
only $3500 a year in black and white, $4900 in 4-colors! 


A Hand-Picked, Top-Bracket Market! 


Esquire’s Bridegroom will be mailed directly to 100,000 
or more prospective bridegrooms whose engagements are 
important enough to be announced in major newspapers. 
\ truly selective, spending market. 


The Timing Couldn’t Be Better! 


Esquire’s Bridegroom will reach the customer just when 
he is most receptive—when his forthcoming wedding fills 
his mind. At this time he is a far more active prospect for 
clothes, travel, gifts, homefurnishings—with more money 
to spend on them—than possibly ever again in his life! 


What better time could you choose for him to receive 


To be mailed to 100,000 
or more top-bracket 
bridegrooms continuously 
through the year! 


this handsome, impressive, genuinely helpful magazine 
prominently featuring your advertisement—and bearing 
the full stamp of Esquire’s traditional authority in fashion, 
travel, giftwares. 


Want It? Men Begged For It! 


For years, men facing a wedding have bombarded Esquire 
and Apparel Arts with the plea, “What shall I wear? What 


1°? 


do I do? For heaven’s sake, help me! 


Esquire’s authoritative “Guide for the Bridegroom” 
supplement last June gave men the most complete answers 
possible in limited space—and scored an immediate coast- 
to-coast success! Leading stores ordered—and are still 
ordering—thousands of reprints for customers. 


Act Now to Make the First Issue! 


The response to Esquire’s Bridegroom should be even more 
spectacular. The time to get full details on how you can 
participate is today—right now! 


eee ee SS er ee ae -¥ 

| ‘ 

Wire, phone, or | nea conan 
aadison Avenue 

mail the coupon | NewYork 17,N.Y. ; 

° + Please send complete information on the BRIDEGROOM Market and ; 

immediately Esquire’s BRIDEGROOM. ! 

| Name Title ] 

for further ! Company : 

+ . ddress 5 

information! |G, “~— 

1 
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firmer.” In the event of a third 
emergency, he said, “the necessity 
of modern air warfare and the 
fearful pace at which the required 
air strength would consume our 
raw materials would quickly pose 
the problem of keeping the nation 
on wheels.” . 


GF Promotes Colclough 


Harold J. Colclough, district 
manager of the Detroit sales office 
of General Foods Corp., has been 
appointed central regional sales 
manager in the New York sales 
division of the company, succeed- 


ing George A. Black, who has been . 4 


named district manager of GF’s 
Chicago sales division. Arthur J. 
Grass, former assistant district 
manager in Detroit, succeeds Mr. 
Colclough. 


Stuht to Manage KTBI 


W. B. Stuht, retail advertising 
manager of the Seattle Times, has 
resigned to become general man- ” 
ager of Station KTBI, Tacoma, 
Wash. Mr. Stuht was commercial 
manager for KOMO before going 
to the Seattle Times. 
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Towle Manufacturing Co......... 156, 157 
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United Sales & Mfg. Co.............. 262 
United States Shoe td ee 
United Wallpaper, Inc............... 157 
ae Ge Pere 276 
Van Camp Sea Food Co., Inc......... 137 
.. 4 > “SSAA 248 
Wl ee 138 
Voss Brothers Mfg. Company......... 120 
V-8 Vegetable Juices (Div. of 

Campbell Soup Co.)............. 95 
Wagner Mfg. Co., E. R..............109 
Walkers Austex Chili Co.............. 140 
Walton Rice Mill, Inc................ 247 
EE EE. Cc vcccsavctsceeein 97 
Weeemee Mreeere CO... ccc cccece 185 
Washburn-Wilson Seed Co............ 178 
Weinreich Brothers Company & 

Marvella Pearls, Inc............. 200 
Welch Grape Juice Co................ 247 
po A eee 173 

ON SSEFOTE TCT TT eT ee 125 
Wesson Oil & Snowdrift Sales Co...... 203 
Westinghouse Electric Corp........... 245 


Whitehall Pharmacal Company: Edna 
Wallace Hopper White Clay Pack. . _— 


Willett, Inc., Comeidier FH... ...ccccces 
Wilson & Co., Inc.: 
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Co 198 
DG ere ee 263 
TE nck csdevecevesnes 171 
Gs Ss Men cos vinsexvedesws 126 
ENS 5 oak cawhe 6504008000 06% 121 
VasGiey of Laondom, I6......ccccees: 230 
Your Maternity Shop, Inc............ 254 


I Ne 


ES re = eet ee ee Ry aa Ce ol Pere ie ar a ee i ‘ ss a eee = ie er tt" eee Pee i oy ae 2 i, | gee 
ae A Ber eas iy se tL MELT ae Me el oy iS mas ae ot net. - Me eee bie Secs can i a Sat Gea he cee ae en eta ae Ber ER. . Pe — ‘ iy , RP 5 P Seca gg i 6 ee 
: Ea oe Ne i ae one a Be ere. + 2 aaa Sh SS Se ae ne Se ead a aoe pe be Sic ama SOBRE RT Ss «| 5 Bie ache a sac el ait: ES SE A See see 
acl " ao rh Gi Pe ee eee 8 ms " ee) ae Bie Bo er ee ae sf seca oe hy ets ee a ee a aS f : His eee. FS oe hey, : , ON a ea Peed Bie 
ee ti Ue Pelee CGNs See eet . a oath aa | Med Soe ne a ge wae ees ie Eo ite i a | ee Se ae ePapey Le ee ai re Mh a 7 Se. ia SAA om re a Tee X - : ape es ge te res "| SS 
CNS Serie Sy Shee ae ee ie MR Ce PE — - Dea i : et i ene ae: ke or ee ese! fa r ; =k ! “ 4 : i id iy 
ode 7 aki hah a ~ 
er! ~ . 
se i 
aN M _—. 
— 
OG 
7 . 
ts - 
: 
> 
: ‘ ' 
er “ : 
f 
“A : 
ae 
ma ° 
or 
fd 
i FP 
oS 
ee ’ 
; . 
os +e 
es Fe 
a 
ay : 
: 7 
- 
r _ 
a : 
ae 
4 . 
= ij : _ 
7 a 
ie ‘ 
f 
- 
¥ - 
. 
oo 
. 
: - 
© 
. 
: 
: 
= P re) > 
: 
: . 
e . 
a : 
ex, 
Hea 
“Leg ¥ 
a 
a 
a 
ai 
ee 
om 
ie 
ee 
be 
%5 ’ 
ey . 
% 
a ‘ 
es : 
i i : 
=o 
7 
2 
fe 
os 
a « 
i ; 
a . 
‘ 2 
ah ‘ 
a“ ; 
’ 
F 
f ' 
oe 
ue 8 
: I 
i 
po n : 
iar ! 
oe | 
he { 
re 4 
& f . 
; ! 
} ‘ 
z, i 
; fl 
a 
f ° 
‘ 
rae . 
i a a " : 
* holy ieee Oe SINE LG whe eC a eg aaa Bit Fe meee Heme Soul oe a ae as og ae AT: Pe ek ae Ce ‘ : ; . a teas ey c “y fc ‘ P3 ay 
° a Se Z aR, 4 Nigel Pina eel ipegee We cue he eer s Sips Cae bag Parnes eens ee Po an ee pares Win Y gran Re OP ele on eee ee Pee wR : : Ve ty ‘ : ‘ a bag Se es 


Be hg at te e 


=>, 7= 


Pia So ige ai e, ee 


The October Ladies’ Home Journal carries 
more dollars’ worth of advertising than 
any single issue of any magazine ever published. 


More women buy the Journal, 
issue after issue, than buy any other 
magazine carrying advertising. 


An elephant needs no certificate for its size 


—__) = JOURNAL 


THE MAGAZINE WOMEN BELIEVE IW 
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COMPLETE CIRCULATION MANAGEMENT 
© FOR BUSINESS PUBLICATIONS 


When circulation slumps, advertising lineage also 
takes a nosedive. That's when the publication's r-an- 
agement lines up at the ulcer clinic. Many paid and 
controlled circulation publishers have eliminated this 
No. | trouble by turning their entire circulation wor- 
ries over to us. 


Our complete facilities include: 


. a ae Sales Promo- © Daily List Maintenance! 
© Addressing and Complete 
Fulfiliment Service’ 


© Nation-wide Newsstand Dis- 
tribution! 


pe - Statements. Micro-rec- 
ords and Correspondence’ 


© Regular Renewal Follow-up! 


Want more information? Write or call: 


iz POBUGHED sehpmont Cop 


538 South Clark Street, Chicago 5, lilinois 


Wise: 9-3773 


Druggists’ Slice 
of Health Sales 
Up Again in ‘47 


But Non-Druggists’ 
Health Volume Hits 
New Record, Also 


New YorkK—Drug stores are con- 
tinuing to increase their share of 
the total national health goods 
business, but in 1947 the amount of 
health goods handled by outlets 
other than drug stores exceeded 
the billion-dollar mark, according 
to a study by Drug Topics. 
| Despite this huge total handled 
by non-druggists, their share of 


'the available business had dropped 
‘steadily since 1942, when Drug 
| Topics first began a study of the 


figures, the publication says. In 
1942 non-druggists accounted for 
43.09% of the sales of health goods; 
by 1947 their percentage had de- 
clined to 38.1%. 

The Drug Topics study, cover- 
ing 75 different types of health 
items in 16 separate categories, 
and representing the combined es- 
timates of more than 400 manu- 
facturers of drug field merchan- 
dise, indicates that total health 
goods sales through all outlets 
amounted to $2,822,432,000 in 1947, 
an increase of 8.3% over the 1946 
figure. 


s The publication this year sup- 
plemented its study for the first 
time with an investigation of the 
grocery trade’s share of the “health 
business,” covering eight cate- 
gories of products which are said 
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to embrace the major volume of 
grocery outlets in the “health 
field.” 

It reports that 1947 civilian 
spending for baby food totalled 
$105,033,000, with $94,530,000 
through food stores. The figure for 
infant cereals is $18,831,000, of 
which food stores accounted for 
$11,446,000. Toilet soap sales are 
put at $122,742,000, with $87,035,- 
000 through food stores. House- 
hold insecticide expenditures are 
placed at $78,226,000, with $45,- 
997,000 through food _ stores. 
Household disinfectant sales are 
put at $29,780,000, of which $15,- 
900,000 was sold through food 
stores. Cleansing tissue sales are 
reported to have totalled $66,822,- 
000, of which food stores sold 
$18,325,000. Toilet paper totals are 
set at $112,335,000, with food stores 
accounting for $95,670,000, and 
toilet, beauty and health items are 
placed at $953,513,000, with food 
stores accounting for $54,320,000. 


# Says Dan Rennick, editorial di- 
rector of Drug Topics: 

“Most illuminating are the fig- 
ures which show that last year the 
nation’s food outlets accounted for 
less than 60% of all the business 
done on ‘toilet, beauty and health 
items.’ These include everything 
from shampoos, dentifrices, hand 
lotions, cleansing creams and other 
toilet preparations to headache 
relievers, cathartics, liniments and 
the like. 

“This is the category which 
grocers have in mind when they 
talk about the drug business. 

“In relation to total combi- 
nation-grocery store sales—which 
amounted to $24,898,000,000 in 
1947—the revenue obtained by 
grocers from sales of beauty and 
health products was only about 
one-fifth of 1%.” 


GROWTH OF 


*Source: Automotive News 1940 1947 Gain 
fe) 
Louisiana Population ... .....2,364,000 2,544,000 7.6% = 39 Q 
7 CARS IN OPERATION ...... 249,000 331,000 e 
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Plant | Your Messages Where 


Bee. , Growing Conditions Are Best! 


* 


; No other newspaper, no list of magazines, no network of radio stations, no outdoor showing, can 
* approach the coverage you get in this expanding market from the dominant Times-Picayune States 
s combination . . . as many papers (180,947*) sold in New Orleans daily as there are homes (181,100), 

1? plus 78,158 trade territory readers! 


*Population, Sales Management 1948: Circulation Publishers’ Statements 3 Mos. Ending Mar. 31, 1948, 


New Orleans TIMES-PICAYUNE and STATES 


% MORNING *% SUNDAY % EVENING 


‘OWNING AND OPERATING RADIO STATIONS WIPS AND Ano WIP FM MEMBER A.NA.Network © REPRESENTATIVES: JANN & KELLEY, ne. 


ws Of the entire health goods busi- 
ness done last year by non-druggist 
| outlets, the publication says, food 
| stores were responsible for 39.4%, 
out of a total volume for these pro- 
|ducts in non-drug outlets of 
| $1,075,265,000. 

Consumer expenditures on each 
|of 15 categories covered in the sur- 
vey for 1947 are as follows, ac- 


|cording to Drug Topics: (Add 
‘three zeros to each figure.) 
Total Sales 
Sales by Drug 
Stores 
Only 
Prescriptions .... $505,178 $502,754 
Home medica- 
Ere 542,597 408,582 
Vitamin con- 
centrates ............ 188,566 162,421 
First aid 
SRE icbbenssrietesienrean 80,776 63,372 
Foot products ...... 29,990 16,205 
Sickroom, medi- 
cal and surgical 
ER 96,620 59,893 
Bathroom scales.... 6,750 2,300 
Feminine 
ener 168,708 100,694 


Oral hygiene 


products ............ 156,224 99,)22 

Baby goods ....... 281,399 115, 91 

Personal clean- 

liness items ........ 390,470 79,72 

Hair health 

I eicincanaes 94,395 58,71 

Sunglasses and 

i 17,347 7,00 
cote 30,500 5, 00 


Health foods 
| 


a The five product types sho. iné 
the largest dollar increases in %' 
over 1946 were, according to / rl? 
Topics, prescriptions, up $84, 91, 
000; cleansing and facial tis ue 
up $24,119,000; toilet soaps 
$16,242,000; toilet paper, up | 
335,000; and baby foods, up 
283,000. 
| The five product types sho 
the greatest percentage gai 
sales over 1946 were cleansin: 
facial tissues, up 56.5%; 
teeth cleaners, up 45%; bath: 
scales, up 38.5%; dental flos 
; and medical atomizer 
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Its Here 


Parmasont pe 
Aunts-Freeze 


TEXACO 


THE TEXAS COMPANY 
TETAGE DEALERS im ALL 48 STATES: 


NEW TEXACO ANTI-FREEZE—PT (Perma- 
nent Type) is the name of the Texas Co.'s 
new anti-freeze, which is being introduced 
with four-color pages this 


Wasey & Co., New York. 


Cuticura Brochure 
Shows Steady Growth| 
Over 70-Year Span 


MALDEN, Mass.—The spread of 
Cuticura products from a modest 
start in 1878 to international pro- 
duction and merchandising is re- 
told in a brochure, “70 Years of 
Cuticura,” just issued by Potter 
Drug & Chemical Corp. 

The first box of Cuticura skin 
ointment was sold over the 
counter in 1878, after its develop- 
ment by the drug firm of Weeks & 
Potter, and the first year’s sales 
amounted to 30,000 boxes. The 
name was originated by George R. 
White, then a young salesman for 
the firm who also handled the 
advertising of its specialties. 

The company soon followed this 
product with a soap embodying 
some of the same properties as the 
ointment, and sales the first year 
were 173,000 cakes. 

Cuticura, first advertised locally 
in the Boston papers, went 
“national” in 1880, the year that 
electric lights were being tried out 
on New York’s Broadway. Sales 
continued to soar and in 1886 Cuti- 
cura advertising, under the direc- 
tion of Mr. White, was extended 
internationally. 

The company adopted its present 
name in 1889, and since then has 
several times expanded its facil- 
ities and has added new products, 
such as Cuticura shaving stick and 


Ideal Visual Control 


A simple and effective system for 
Sch. duling and Controlling advertising 
Procuction jobs. Write or type on col- 
Sree cards and post on board. 


Con pact and attractive aluminum 
beard easily adapted to your needs. 
Set free Portfolio with detailed 
ther's, Graphic Systems, 55 W. 42nd 
Stre.t, New York, N. Y. 


incite tan “0* 


aardmasior 
V. val Control 


l G APHIC SYSTEMS AA1-10-18 | 
55 W. 42nd St., New York 18, N. Y. 
Sead FREE Boordmaster Portfolio. ! 


month in | 
Collier's, Life, and The Saturday Evening | 
Post (AA, Oct. 11). The agency is Erwin, | 


shaving cream, talcum powder and 
antiseptic liquid. Laboratories are 
operated now in England, Aus- 
tralia, Canada, South Africa and 
Eire, and newspaper readers in 
many lands are familiar with the 
advertising of Cuticura prepara- 
tions. 

The brochure, prepared by 
Atherton & Currier, Inc., New 
York, which handles the Cuticura 
account, shows how the products 
have played an important role, 
directly or indirectly, not only in 


in art and cultural fields through 
extensive bequests of its founders. 


Gets Hotel Account 

Rae Advertising, Laguna Beach, 
Cal., has been appointed to handle 
the advertising of the Beverly 
Carlton Hotel, Beverly Hills, Cal. 


Tepper Heads Promotion 


of ‘TeleVision Guide’ 

Charles A. Tepper has been ap- 
pointed promotion manager of 
TeleVision Guide, New York, 
weekly consumer television pro- 


pharmacy and public health but| gram and service magazine. He 
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previously held the same position|a circulation guarantee of 20,000 


with Newspaper Publishers’ Fax- 
imile Service. 
TeleVision Guide has announced 


and is offering one extra color at 
no additional cost in half of the 
book. 


a ae” ct ae ee 
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Photograph Courtesy 
Dodge Division, Chrysler Corporation 


% Reg. U.S. Pat. Off. 


WISCONSIN RAPIDE, WISCONSIN 


@ Without the use of words, 


» 
Rwas, 


photographs like this tell a con- 
vincing story and help create an 


irresistible urge to buy!! 


On Consolidated Coated Paper, printed 


_ reproductions acquire a new brilliance which 


matches the striking appeal of the original photograph. 


Consolidated Coated 


Papers 


Although priced in the range of uncoated stocks 
these superior papers meet, or exceed, every test 
by which fine coated papers are judged. 

Consolidated Coated Papers have a smooth, 
uniform surface on which the many tone grada- 
tions and details of the most difficult half-tones 
can be faultlessly reproduced. Even the lighter 


MAIN OFFICES 


five Modern Mills 


PRODUCTION GLOSS 
MODERN GLOSS 


or full colors. 


weights have strength to stand the stress of high 
speed presses, plus relatively high bulk and opacity 
which add impressiveness to printed brochures. 
Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers are appropriate for 
almost any printing need ... either in monotone 


SALES OFFICES 
125 $0. 4A SALLE SY., CHICAGO 3 
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~ Mexicans Wait 


*-. contract with Cantinflas. 


for Television, 


= ‘Greatest Hope’ 


| Santiago Reachi, POSA 
_ Film Head, Readying 
Station for Capital 


Mexico, D. F.—This country was 
made for television. 

The gangling radio and cinema 
industries are already moving aside 
to make way for the lusty unborn 
medium which will become fact 
early next year. 

During the spring of 1949, the 


- first commercial television pro- 


ee 


gram will be sent out into the thin 
brilliant atmosphere over Mexico 
City by Mexico’s great and highest 
paid comedian, Mario Moreno 
“Cantinflas.” On the receiving end 
will be 400,000 persons who consti- 
tute one-eighth of the entire na- 
tion’s buying power. 

Through the 20,000 receivers 


* now on order, a new $9,000,000 


* Mexican television company ex- 


pects to obtain the biggest circu- 
lation of any diffusing medium in 
the country. 

Everybody is talking a good tele- 
vision station. One man is build- 
ing one: Santiago Reachi, president 
of POSA films and dynamic head 
of the still nameless organization. 
Reachi has completed negotiations 
with General Electric in Schenec- 
tady to deliver an “operating” sta- 
tion and has signed an exclusive 
He is 
working out an idea to advance 
the government’s anti-illiteracy 
campaign and has plans well under 
way for a ten-hour daily program 
schedule. 


# The hundreds of millions of dol- 
lars which have been poured ex- 
perimentally into the television in- 
dustry in the U. S. will serve 
Mexico in good stead. With a well- 
tried springboard from which to 
leap, “we will succeed where the 
United States has failed,” Reachi 
prophesies optimistically. 

Chief reasons for his prediction 
are the lack of government control, 
low operating costs, the natural 
advantages and government assist- 
ance. 


Radio requirements, with the 


E) ADVERTISERS 
= a. 


PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Kleen-Stik does a real job of getting 
those important point-of-sale pieces up 
where they can be seen—where they 
con SELL! Dealers welcome Kleen-Stik 
gummed posters and USE THEM! Versa- 
tile Kleen-Stik enables ads, car cards, 
broadsides, etc., to be used at the point 
of purchase — on walls, windows, 
shelves and counters. A small spot on 
each corner or a thin strip down each 
side is all you need. 


Get it up and Keep it up ! 


Svaptet Simply peel protective covering 


mo glue... no tacks... 

stickers. Holds secure to any emectl, 
su _ 

or ° 


Available through any 
printer or lithographer 


4 s 
NO 1064, 
KLEEN-STIK PRODUCTS, Inc-—~ 


2611 S. Indiana Ave Chicago 16 


exception of laws governing re- 
ligious broadcasts, are not severe 
in this country. Moreover, televi- 
sion is so new here that it has been 
only within the past few weeks 
that the Federal Communications 
Commission has set to work on any 
kind of regulations for the new in- 
dustry. 


# In Mexico, notorious for its low 
wages, costs of producing televi- 
sion, as of producing radio and mo- 
tion picture shows, will be kept to 
the bare bone. In place of the 
elaborate radio-cinema studios 
which have been set up by the U. S. 
telecasters, Reachi’s company will 
rent out space and equipment in 
Mexican film studios, which are 
currently almost idle. 


The company, too, plans to take 
advantage of the wonderful na- 
tural scenery, of the colorful spec- 
tacles like bullfights and charro 
festivals. It will produce 16 mm. 
television shorts not only for its 
own use but will dub in English 
sound tracks for export. In other 
respects, too, Mexico has great na- 
tural advantages. Its strategic lo- 
cation in a broad valley, 7,500’ 
above sea level, will enable tele- 
cas‘ers to obtain a perfect 42-mile 
radius reception without need for 
booster and relay stations. 

Then, too, the extraordinary 
clarity of the atmosphere which 
makes even a casual Brownie-car- 
rying tourist regard his photogra- 
phic ability with new awe will en- 
able a much clearer picture to be 


produced. 

Although Reachi will not say 
how much, it is not doubted that 
he is expecting considerable help 
from the Department of Education 
and other governmental agencies 
engaged in the national campaign 


to combat illiteracy. The acute 
shortage of schools, which has lefi 
more than half a million pupils in 
the Federal District alone without 
desks and a place for their school- 
books, has had the government 
worried for more than a year. 


@ School building and 
lacks would be corrected rapidly 
with the introduction of “Lessons 
by Television.” 

Most important, from the com- 
mercial point of view, is the fact 


teacher’ 
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that the Valley of Mexico has the 
highest concentration of buying 
power in the country. Although 
the population of the country is 
now in the neighborhood of 
23,000,000, not more than 4,000,000 
have the ability to buy any but the 
barest living essentials. 

Reachi calculates that, with his 
20,000 receivers installed in private 
homes and cantinas and other pub- 
lic gathering places, he will reach 
at least one-eighth of that group. 
This would give television the 
greatest circulation of any diffus- 
ing medium in the country. 

Advertising agencies are already 
knocking for admission. 


® Besides all this in his favor, the 
acquisition of “Cantinflas” makes it 
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highly probable that he shall re- 
lize his boast that from the mo- 
ment of operation the station will 
show a profit of $100,000 a month. 

In the United States, where star 
vorship is not far from religion, 
here is nothing quite comparable 
to the deity of Cantinflas, the 
hrewd, ragged, knowing, bewil- 
iered, tattered little guy who is the 
soul of Mexico. 

Noted for his charity (he gives 
away more than three-fourths of 
is million-a-year earnings), he is 
the idol of the bootblacks, the 
,ewsboys, the man in the street 
nnd the well fed middle class 
vyhich takes delight in watching 
im prick the pride balloons of 
bureaucrats. A Cantinflas appear- 


ance at a bull fight or a benefit of 


any kind always means a full 
house. 

Reachi has sagely arranged for 
him to do a daily program of com- 
mentary and philosophizing. 


s Essentially a showman and a 
graduate journalist, it is Reachi’s 
intention to make Mexican televi- 
sion a “graphic newspaper.” Four 
mobile units will roam the town 
seeking out events and activities, 
and a squad of cameramen-report- 
ers is being trained which will take 
orders from his presidential “city 
desk.” 

After a six-month’s investiga- 
tion trip through the U. S., he is 
convinced that that country has 
fallen down miserably on the job 
of programming. Owners of tele- 


vision sets are currently treated to 
baseball games, boxing matches, 
wrestling and more wrestling, he 
says. 

In Mexico, things will be differ- 
ent. Art galleries will be explored, 
a hundred and one art objects and 
handicrafts will be exhibited to the 
audience, parades chronicled, op- 
eras planned,and there will be 
new and good motion pictures, un- 
like the 10-years-old film handed 
out by motion picture companies 
in the U. S. 


ws Most of all, there will be an 
audience. 

Illiteracy has prevented the ma- 
jority of the population from ac- 
cepting newspapers, lack of money 


from buying radio sets. But, every-| Francisco agency. 


one can have the pictures on the 
screen set up in the smal! plaza in 
any little town in the country. | 
Television is actually one of Mexi-| 
co’s greatest hopes. | 

Eminently realistic people, the | 
Mexicans believe only what they | 
can see. This is it. 


McCarty Appoints Clapham 
John Clapham, formerly assist- 
ant advertising manager of Kent 
Moore Co., Detroit, has been ap- 
pointed an account executive in the 
San Francisco office of McCarty Co. 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


Joins Sherman & Shore 

Ruth L. Cleveland, formerly in 
the retail advertising department 
of the San Francisco Chronicle, 
has joined Sherman & Shore, San 


Washington 


Los Angeles 


Philadelphia 


give full measure 


If you’re weighing the relative value of markets and 


radio stations, call your Radio Sales Account Executive. 


He’ll give you a full measure of accurate information 


on sales-effective radio advertising in 12 of your richest 


markets. For he has exclusive information gathered by 


spot radio’s most resourceful research department: a staff 


which in the past six months alone —through its Listener 


Diary Studies—has compiled 356,645 individual meas- 


urements of audience size, composition and flow through- 


out the entire broadcast day and throughout the entire 


audience area of individual stations! With these accumu- 


lated facts, Radio Sales can tip the scales in your favor. 


Radio Sales 


RADIO AND TELEVISION STATIONS 
REPRESENTATIVE...CBS 


New York 
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—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 


- tbe ‘ _ -] 
Not tomorrow, but now. Let ‘ 
BSN help you do it! ly | 


—when you use the same avenue 
of communication your 
customers do 


You can spread the prestige of your 
products in the magarine acknowledged 
| the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a healthy fight. Moke it profitable. Use 
the Is? poper 
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WasHINGTON—Dollar volume of 
department store sales in the week 
ending Oct. 2 were at the same 
level as in the corresponding week 
of 1947, the Federal Reserve Board 
jreports. Sales were 327% of the 
}1935-39 average. 

‘ Declines were registered in the 
Boston (first) district, down 9%; 
in the New York (second), down 
6%; and Philadelphia (third) area, 
down 7%, and sales held even in 
the Chicago (seventh) area. Cities 
with greatest year-to-year de- 


DEPARTMENT STORE 


SALES INDEX > 


1935-39 EQUALS 100 


] Week to Oct. 2, '48* p327 
Week to Sept. 25, ’48*. .318 
Week to Oct. 4, °47*..327 
Week to Sept. 27, °47*. .316 
*" |i Month of August, ’48* . 259 
'. |] Month of August, ’47. .236 
. ~ pPreliminary. 
e *Not adjusted seasonally. 


clines for the week were New 
Haven, down 13%; Boston and 
Newark, down 10%, and New York 
and Providence, down 8%. 

Against these losses were gains 
of 13% in the St. Louis (eighth) 
and Dallas (11th) areas, as well as 
smaller gains elsewhere. Houston 
had a 35% gain, Atlanta 21%, and 
Toledo 15%. 


Mo. of Week Ending 
Federal Reserve Aug. a Oct. 
district and city 2 2 
UNITED STATES .... 9 1 0 
Boston District ...... —-2 0 --9 
New Haven ........ —-6 —4 —13 
RS 4 2 —10 
’ &§pringfield .......... —1 —3 —5 
Providence ......... —10 6 —8 
New York District. 5 0 —6 
DT dha geidseece 5 —l1 —10 
A 15 r5 2 
PE bcccccceee 3 0 —8 
as ceeecess 11 + | 5 
ED dccccccccocece 6 —6 6 
Philadelphia District .. 12 r3 7 
Philadelphia ........ 14 r6 —7 
Cleveland District .... 13 3 2 
 } saa A 7 11 3 
Fee 15 —2 1 
Saree 13 0 4 
EE 19 9 5 
4 10 r4 15 
Pittsburgh ......... 15 5 —2 
Richmond District .... 9 r3 1 
Washington ........ 7 —1 R 
TY bo 604-006 6 9 —6 
Atlanta District ...... 14 r—2 11 
Birmingham ........ 13 4 10 
ge SE 8 —13 bd 


Federal Reserve Figures on Department Store Sales 
Chicago District 


St. Louis District 


ES 13 
Minneapolis District .. 8 
Minneapolis ........ 12 
i Sl dad ch Gs ov eee 7 
Duluth-Superior .... 3 
Kansas City District .. x 
SEs chéseee® ssc 2 
\  eQrgnpe sey 16 
Kansas City ........ 8 
i SE ve oce sees --2 
Oklahoma City ..... 12 
. Kear errr 32 
Dallas District ....... 12 
2 we ne edalaes » 6 8 
WONG WEED ccccccce 7 
i "s xiws sie h «0 29 
San Antonio ....... 6 
San Francisco District 6 
Los Angeles Area... 2 
“ 2 aerrar 3 
San Francisco ...... 4 


— 


| 
| 
_— 
eee 
—~ 
eS oVrcoreeH@O gee0 & 


Lic SRaew 


— 
—— 


0 are or 15 18 

Salt Lake City ...... —1 3 1 

nn. Cavescvacteuss rc) 2 13 
r—Kevised. 


*—Data not available. 


Arnold Appoinis B&B 


Arnold Bakers, Inc., Port Ches- 
ter, N. Y., has appointed Benton 


& Bowles, New York (AA, Oct. 4), 
to handle advertising for bread 


and rolls, effective Jan. 1, 1949. 
Test campaigns will be conducted 
by the newly appointed agency 
prior to Jan. 1. The account is 


currently handied by Walter Weir, 


Inc., New York. 
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®| Electric Sign Association 


Sponsors Design Contest 

The National Electric Sign Asso- 
ciation, Chicago, is sponsoring its 
third annual electric sign design 
competition, in which ten cash 
prizes totaling $1,000 will be 
awarded for the best electric sign 
designs submitted for an actual 
hardware store, a picture of which, 
with its specifications, is shown in 
the contest rules. 

The contest closes Dec. 31, and 
awards will be announced Jan. 31, 
1949, at the association’s annual 
convention. 


A sales manager 


added the halo... 


... and no wonder. He knows how 
teachers influence buying by 25,- 
000,000 pupils and their parents. 
People with school-age children 
buy more food, more of almost 
everything. Tell your product story 
(to America’s most influential mar- 
ket —the 752,000 grade and high 
, school teachers who subscribe to 
State Teachers Magazines. You'll 
want to draw halos, too. 
Ask Georgia C. Rawson, man- 
ager, for the complete story. 


43 MAGAZINES — 752,000 SUBSCRIBERS 


STATE TEACHERS 
~ MAGAZINES — 
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Gluek Expands 
Stite Campaign 
into Wis. and III. 


MINNEAPOLIS — Gluek Brewing 
Co., maker of Gluek’s beer and 
Stite, a pale malt liquor, is ex- 
panding into the Chicago, Wiscon- 
sin and Illinois markets with Stite. 

Currently, introductory news- 
paper ads ranging from the open- 
ing 672-line size to the continuing 
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running in the Chicago Sun-Times 
and papers in Galesburg, Joliet, 


and other Illinois cities. Cartoon 
treatment is being used, following 
the company policy in its five-state 
area of Minnesota, North Dakota, 
South Dakota, Iowa and Nebraska. 

Through McCann-Erickson, Min- 
neapolis, Gluek is using radio, 
daily and weekly newspapers, 24- 
sheet posters, car cards and point- 
of-sale material in a package treat- 
ment for both the beer and Stite in 
all of Gluek’s markets. 


stresses the theme, “Gluek, Gluek, 
Gluek, the beer that speaks for it- 
self.” A $250,000 to $300,000 yearly 
advertising budget, much greater 
than before the war, is backing the 
campaign. 


s Gluek is running a series of 12 
small ads in many small town dai- 
lies, as well as in the regional 
Dakota Farmer and in Rural Gra- 
vure, roto supplement carried in 
several hundred midwest weeklies. 

Radio advertising includes a 15- 


hattan,” carried over the North- 
west Network, regional hookup 
originating in Minneapolis’ KSTP, 
with stations in Rochester, St. 
Cloud, Virginia, Hibbing and Du- 
luth, Minn., and WDAY, Fargo, 
N. D. 

WDGY, Minneapolis, also carries 
a 15-minute show, “Sport High- 
lights.” Spot radio is used through- 
out North and South Dakota, and 
parts of Iowa and Nebraska, with 
the same package treatment being 
used. 


two-columns by five inches are Gluek 


(pronounced 


“Glick”) | minute program, “Music of Man- 


Outdoor has featured painted 


“HOWDY, NEIGHBORS,” the radio says, 


and all over Mid-America, farm families listen. 


They know the next minute will be interest- 
ing, helpful—st’s Capper’s Farmer on the air! 


Each announcement takes up some activity 
that’s right at home with these families . . . 
some problem in farming or farm life. Then 
it tells of a practical, profitable way to solve it 
— straight from the pages of Capper’s Farmer. 


Soon, listeners are leafing through the latest 
issue. Looking for this article they've heard 
and 


about . . . seeing other articles, too... 


seeing your advertisement. 


Merchandised Editorial Content! Of all 
farm magazines, only Capper’s Farmer gives 
advertisers this support . . . consistently... for 
almost three years now... ontop radio stations 
reaching every farm state in Mid-America. 


And Merchandised Editorial Content is only 
one of the BIG 10 Capper’s Farmer advantages... 


CAPPER’S FARMER’S BIG TEN 


1. Largest rural publisher 
in America. 


2. Richest farm market in 
the world. 


3. Best coverage buy. 
4. Quality circulation. 


5.No mass small-town 
circulation. 


6.Farm-tested editorial 
material. 


7.Reader confidence. 
8. Merchandised editorial content. 


9, Market dominated 
by farmers. 


10. Most quoted farm magazine. 


sm Cappers Farme 


Topeka, Kansas 


bulletins in Minneapolis this year, 
and a three-month summer show- 
ing of 24-sheet ads in the five- 
state region totaling several hun- 
dred boards per month. According 
to the agency, “this is one of the 
first times that a complete package 
of ads for a client could be ar- . 
ranged so that all phases of media 
could utilize the same theme.” . 

Gluek’s is one of the oldest 
breweries in the country; estab- 
lished in 1857 in Minneapolis, it is 
now controlled by the fourth gen- “* 
eration of the same Gluek family. 
Alvin C. Gluek is president. 


Whitney Named V.P. 


L. A. Whitney, for the past 17 
years in charge of the display de- 
partment of General Electric Co., 
Bridgeport, Conn., has been named .._ | 
vice-president and secretary of le 
—— Workshop, Inc., Hartford, 

onn. | 


if you 
advertise 


to business 


STREET J 
JOURNAL 


== 2 22 


your list! & i 


BECAUSE... 
The Wall Street Journal is 
the only national business 


daily... read by decision- 


makers throughout all busi- 
ness and industry...coast to 


coast. Ask for the evidence. 


The only National Business Daily 
44 Broad St., New York 4, N.Y. 
415 Bush S?., San Francisco 8, Cal. 


91 Young St., Dallas 2, Tex. 


et 2 ek i he is |! a, aes or Cae — — Bie ae ts i 4 ae ee: e Bi @ Pe Rae ee PO ee ee ae Or aoe « 5e a ee i (reerek ra y ahi 
oe i a a noe . ro oe ao i fad ie a Per aie ail Ge Hie a ce , ae at 2 es F se Na pee ee eee ea ae se ee Boe oe re ee ye yaa alae 
oe sae ee Tt et eerie &. re 3 a tis aS a eg ee Re Ae ae . a See gee ae, eae eee ee te Tee + Shc re —_ 3 ~ ae . a bs x s ..: as 
« * ~ * * - 1 e i: - ‘ 2 bs - hal 
: eee ee ee - 4 . — — 2 _——— = —————e— —— br ete 
41 : ail Rc sis, 
. a en ere 
a Pee 
| | i ae = ea ied 
i =" ees 
q Be ee et 
te) aa 
{ - ees, 
| i 2 ee 
| 7 = ae fac 
ap” ee sila ie eee 
i an a 
ene hie 
ete 3 ae 
ee: 
aes re aie 
a 
SS SS | a 
is < 
' : Be ty ge 
a a = 
re, 5 E 
*.4 a a 
Be ad ae 
ee eee ee 
a Pca ef 
al Ge ee. Be 
ee Be wd ‘ 
, ai * a f 1 ) 
3 : I am 4 . 
Z 4 i 4 a ° 
ear : ; ie ‘ } 
: . - “a *4 ‘ ; 
‘ 7 3 a a . : 
: s at. ee a 
. a ° aes neg Be ae S eae pat Bor. " eal pie - ¢ 4 = oe ; het . if 
: fe ey a . x fy ME - > re - 
- 1A a ha y : ae 5 
Ms ‘ d ere! ro av r 
el ae 7 , oeeae ome a | 
‘ > Py pags 3 ist f : re Bia wr Aid ? 
sae Fee J : . EA ee Ee grea I 
. 5 eee: q c ae ig * : f s . re us te © P at 
. eR Sp. a fy! “on BABS : ste at! ileal ai ae ms e. a5 Sd Ret Gel eee pl hoes ’ 
7 x u ae ; 
; 7 eae as } 

; , ' - 
ee : 
eee : 

: pe ih es . A 
S 2 ; 
is tee. a - 
* Raby i = 
2 oe | 
va: ae ot) |. 
‘eta : 
a 
ahr 
ae rs 
oie a : 
— } 
eile 
Foe : 
Ta gps 
‘ ee 
. A a 
f.| q wee ile r 
P ee 
j a 
ea 
Bice 
se tee 
} 
IJ ocala - : 
ee pe hould HEAD | ; 
a 
Ry 
oe 
+ 
ir 
i - 
a 
. 4 
, a 
ho > 
ial =) 
aos se 
os Ce Ean pe AS 
e ca bees 
ae ee 
Bo ic ee 
es 
. oui Ne Setar 
oa same es 
< Se e o 
a : 
© orner tarm magazine nas e Gibece — 
Po ' - _ 
’ 
7 
_ 
4 
4 
on 2 eg, ah 
; 7 
' JOURNAL 
po watt $ by 
: WE : 
2 
i : A 
eg ype PO 
7 
j -_ 
Sie eae Ne el 
ee eri Ne 
Be eee 
pera ae 
= ; 
“ hee 7 ai a 
oe en eee 
Gas ees Nl ec * : ars ite Ce : LO oe pe See i ie a ; tage ae : ras ome Se a Sa eel a4 se — a 4 : oa : = sa Ca = aie aston 2 
ee ei. yee : racy es x a Sn , r ee Bs iG pian : ase a bee ad hae 3 itt ah re Rah sophona i fees eee eee ace ey eas 8 Tae eee ame CEs s ee Sears® 
Se Petia We So pi rg ae PS ae ane ae MEAL Cig, AA im whee Sy Tu re. Negi aeny Cun way Sy bemt ke lg rem tps hE Rie Se ESD ee aa FAR pm ME ARISEICOORE NSS SFr Sep mg Ree On ee 
rs Peg ee AE NE Re eR TGe MRE etn ET ee ES Oe eet ig en ee ATO P SL eee OR pero Sy, SAWS ire Seer ee “Le . ans Ps : Sore oe Re i FS Yee weeny cae a eed Ak, BS ei es eee, = = - re : SR Centr ete 


as well as the mats of all of the 
illustrations and headings. Prices 
will be based on the size of the 
Oppenheim-Collins, New York | town and will range between $30 
department store, will make its|and $45 per month. Franchises 
. advertising service and artwork| Will be offered on a first come 
i available to specialty shops and_/| first served basis with one sub- 
©. department stores throughout the | scriber in each city. George J. Co- 
country, to be sold on a_ semi-|lumbus Associates, New York, spe- 
monthly basis. |cialist in syndicating promotional 
Reproductions of the Oppen- material to retail stores and news- 
heim-Collins ads will be furnished !' papers, will handle distribution. 


* Oppenheim-Collins Offers 
Ad Service to Shops 


A NEW AUDIENCE 


ie 
= 1 . 
ih . 


- 


™ = —sNow! FM and AM over KFH 
_ Both for the Price of One 
i, A new FM audience has been added to the 


-° coverage KFH offers in the Wichita, Kansas, 
The new station, KFH-FM, carries 


market. 
the same programs and announcements 
that are broadcast the 

standard KFH 


over 
station. 


With the inauguration of Wichita’'s 
first FM station, advertisers get 
more for their money. Dupli- 
. cate commercials on KFH and 
KFH-FM are delivered on the 
old rate-card. No charge 
for the 


is made 


extra audience. 


TOP HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE 
KFH, 1330 Kc KFH-FM, 100.3 Mc 


KFH IS THE RADIO VOICE 
OF THE WICHITA EAGLE 


NATIONALLY BY PETRY 


REPRESENTED 


- THERE IS AVAILABLE TO NA- 

fy TIONAL ADVERTISERS A SPECIAL- 
me IZED SERVICE IN PLANNING, DE- 
= SIGNING AND PRODUCTION OF 

@ LITHOGRAPHED DISPLAY MATERIAL 

-IT MAY.BE THAT THE SKILL 
SAND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
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OCTOBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Linage Increases 
6% over ‘47 Volume 


Cuicaco—Farm publication ad- 
vertising linage this month is 6.4% 
greater than in October last year, 
according to the ADVERTISING AGE 
monthly tabulation. 

Publications reporting for the 
month carried a total of 2,425,161 
lines, against 2,279,391 a year ago. 

October farm magazines carried 
575,261 lines, up 15.6% from 497,- 
566 a year ago. Monthlies reporting 
for October carried 461,390 lines, 
up 3.5% from 445,930 a year ago, 
while monthlies reporting for Sep- 
tember were up 22.3%, from 21,741 
to 26,586 lines. 

September bi-weeklies .car- 
ried 180,884 lines, up from 180,609 
—a gain of only 0.2%. September 
dailies carried 278,873 lines, up 
3.9% from 268,423, and September 
weeklies were up 14.9%, from 


ADVANTAGEOUSLY BY YOU 


; 


§8,499 to 78,727 lines. 

| Canadian farm publications car- 
ried 441,687 lines, down 6.6% from 
ion a year ago. 


Reynolds Rejoins FC&B 


| Herbert K. Reynolds, formerly 
|San Francisco manager of Foote, 
|Cone & Belding, has rejoined the 
agency’s San Francisco office as 
head of the creative planning de- 
partment. 


Ekco Appoints Newman 
Charles H. Newman, formerly 
vice-president and general sales 
manager of Silex Co., 
appointed assistant general sales 
manager of Ekco Products Co., 
| Chicago. 
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and Farmer........ 82.6 24,669 31.0 23.614 18.721 19,652 Wales Freier... OS G26 G4 Kies Nae 
Cooperative Digest... 15. 3,192 15.0 3,150 3,192 3,150 ; 1 7 36 : 30,53 
‘Dakota Farmer...... 64.8 50,854 54.8 42.375 49.770 40.977 Total Group. ....... GOES CELE CORE GTEARS SURAET Coe 
Farmer, The......... 60.8 47,676 58.8 46,071 42,891 40,658 *September linage. 
October Farm Paper  1o Silberstein. Goldsmith Thomson Joins New Centre 


Leonard M. Thomson, formerly 
an account executive of MacManus 
John & Adams, Detroit, has joined 
the sales staff of New Centre 
| Studios, Inc., Detroit. 


Traub, Lyons, Oppenheim, Inc., 
New York, Austinized rayons, has 
appointed Alfred J. Silberstein, 
Bert Goldsmith, Inc., New York, to 
handle its advertising. 


FINE PRINTING PLATES 
COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD. CHICAGO 7, ILLINOIS - MOnnoe 6-7/8! 
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ddvertising Age, October 


pattern—as U. S. admen under- 
stand it. Compensation comes from 
commissions—but publications 
leased by forwarding agencies 
don’t pay commissions. This, says 
Mr. Steinmann, is done “to combat 
advertising consultants, as they do 
not approve of their objective at- 
titude towards advertising media; 
moreover they want to monopolize 
foreign orders in order to exploit 
them...” 

There are 24 members of the 
Union of Swiss Advertising Con- 
sultants, working on Swiss-size 
budgets (“a budget of Swiss francs 
100,000 is considered as quite ap- 
preciable.”’) This is roughly equi- 
valent to $25,000. 

Also, Mr. Steinmann—who has 
his own agency and is a director 
of USAC—asserts that “advertis- 


| years. ..they have been operating, 

obtained as customers almost all 
| firms doing systematic advertising. 
'A certain number of advertising 
consultants represent American 
and British agencies and have also 
been promoting the introduction of 
foreign products—this particularly 
since the end of the war.” 


| ing consultants have, in the ‘, 


Bristol-Myers Introduces 
Bufferin in ‘Life,’ ‘SEP’ 


Bristol-Myers Co., New York, is 
introducing Bufferin, a pain-killer, 
with full-page ads in Life and The 
Saturday Evening Post, plus an- 
nouncements on its network pro- 
grams. The ads claim Bufferin 
tablets act twice as fast as aspirin. 
A 12-tablet package sells for 25¢. 


Young & Rubicam, New York, is) 
the agency. 


Read Monthly by 


More Furniture Dealers 
than any other Publication in America 


FURNITURE AGE 


_ PUBLISHED MONTHLY BY THE. H.O. RENO COMPANY. 
53 N. BROADWAY * CHICAGO 40, ILLINC 


GOES NATIONAL—First national adver- 
tising for Switzer’s Licorice Co., St. Louis, 
is appearing this month in a series of 
reverse ads in Collier's and The Saturday 
Evening Post, with each ad directed to 
5 a specific age group. Kane Advertising, 
e Bloomington, Ill., is the agency. 


Swiss Agencies Fight 
Ad Space-Leasers 


“ New YorK—Last week J. 
Walter Thompson Co. released an 
article sent to the agency by its 
39 Swiss _ correspondent, Alfred 
Steinmann, which amounts to a 
53 thorough and partisan brief for the 
39 position of the Union of Swiss 
79 Advertising Consultants (Bund 
34 Schwizerischer Reklameberater) | 
in its battle with the advertise- 
ment forwarding agencies (An-| 
noncen-Expeditionen ). 
, Thompson’s assistant treasurer, 
Donald C. Foote, noted in a letter 
od that although “we have worked 
re with him (Steinmann) for a num- 
ber of years,” JWT “cannot of 
— course take any responsibility for 
_ the statement which he makes...” | 
Switzerland, Mr. Steinmann 
notes, has 4,100,000 inhabitants, 
400 daily newspapers, and more 
than 1,000 -periodicals—largely 
because of the tiny country’s polit- 
ical and lingual complexity. Be- 
cause of the variance in circula- 
tions, many of these periodicals 
cannot organize their own adver- 
tising service to sell space. 


® In place of media selling de- 
partments, Switzerland has had 
or some time advertisement for- 
Warding agencies; these companies 


Here are two typical 17-year-old 
farm youngsters from the South 
enjoying a visit to New York 
which they won in a contest con- 
ducted by The Pro ive Farmer, 
the South’s No. 1 Dieies 


Selected from thousands of en- 
tries, both Opal Faulkner of Pine 
Park, Ga., and Glen McDoniel of 
Tuckerman, Ark., are prominent] 
active in many kinds of club ok 
in their communities and states 
and qualify as real leaders among 
youngfolks of the South. 

The South has more 4-H Club 
members, more Future Farmers 


of America and more Future 
Homemakers of America than all 


originally sold advertising space, | 
‘r the manner of represent-| 
atives, but subsequently began to) 
lecse the advertising section of 
he vspapers. 

Today,” says Mr. Steinmann, 
“there are only the financially 
bo. erful publications on one 
hard, amd the least interesting 
Ones on the other, which are still 
fre from such lease arrange- 
2." 

\ r. Steinmann also charges that 
‘he advertisement forwarding | 
age icles have monopolistic control | 
me newspapers, and in com- | 
tion have formed a trust. He | 
ts that newspaper advertising 
ontinually promoted by the | 
“ge cies, with particular attention | 

‘0! @ newspapers whose advertis- | 

50 Ng -pace is leased by the agency. | 
‘“ivertising consultants, on the 

aa the hand, operate it in the agency 


the remaining 34 states combined. 
These young leaders of today will 
be your best Southern customers 
of tomorrow. 


The Progressive Farmer, with 
an eye to the future, has five 
editors oon pm to youngfolks 
activities and devotes more space 
to articles and services of 
particular interest to youngfolks 
than any other farm magazine in 
the U. S. 


Your scons gets attention 

and action in e Progressive 

Farmer, read cover to cover, 

month after month, by alert, re- 

— Southern youngfolks and 
ur parents, 


ONE MILLION =| 
SOUTHERN 
FARM FAMILIES 


Advertising Offices: BIRMINGHAM, RALEIGH 


MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward 8. Townsend Co., San Francisco, Los Angeles 
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E HISTORY OF & 
ER NEW YORK THE § 
iN HAS ALWAYS BEEN > 


WO years before New York's five boroughs banded together to a) 
launch the world’s greatest metropolis, the New York Journal- 1. 
American was born — on September 28, 1896. ‘ 


A challenging, pioneering paper, originator of many modern newspaper features, 
the Journal caught and held the interest of New Yorkers as no other evening 


paper before or since. 

Always providing top news and reading entertainment and unceasing public service, 
the Journal-American has been indispensable to more families than any 
other evening paper in the entire history of Greater New York. 

A family favorite, bought, read and preferred by virtually twice as many New Yorkers: 
than can be reached by the second paper, the dominant Journal-American 

delivers the largest evening audience ever offered a New York advertiser. 


YOUR STORY STRIKES HOME IN THE 
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i i Something New in Cars 
_ Launched in Northwest 


. 


{ 


New Ideas Not Claimed 
for Mustang Auto; Sales 
Plan is Unconventional 


SeaTTLE—A new automobile of 
teardrop design and rear engine 
motor has been unveiled here—a 
fresh approach to the economy car 
of standard size. 

The car is called the Mustang. 
It’s a six-passenger model with 
102” wheelbase. The sale price: 
$1,235 plus taxes, f.o.b., Seattle or 
Renton, Wash. The factory is at 
Renton, on the outskirts of Seattle. 

The Mustang is probably the 
first car ever brought out with the 
flat statement that it contains no 
new ideas. By that, Roy McCarty, 
inventor and president of the 
Mustang Engineering Corp., means 
simply that from one end to the 
other, the car is an assembled job, 
built from standard parts and sub- 
assemblies available anywhere in 
the country. 


a With obvious. reference to 
Tucker Corp. and others planning 
to introduce new cars, Mustang 
states: “We believe that it is 
much better to have a relatively 
smaller number of cars manufac- 
tured but actually operating on 
the highways of one locality than 
to promise and take orders for an 
enormous production of automo- 
biles to be distributed all over the 
United States and then not be able 
to deliver any for months and 
months because of the difficulty 
in getting materials and adequate 
financing. 

“In other words, the present 
policy of Mustang will be just to 
build automobiles on order within 
certain limits.” 


w The car uses a standard four- 
cylinder 59-horsepower Hercules 
motor, Budd wheels, Toledo Scales 
front axle, Warner transmission, 
Spicer rear end, and so on from 
headlights to tail bumper. That’s 
its advantage, says Mr. McCarty; 
there’s no problem of getting re- 
pairs and replacements. 

The body is aluminum, made on 
a stretch-press in four pieces, then 
welded. The frame is of tubular 
steel, welded at the assembly 
plant. The aluminum alloy was 
chosen for its light weight, and the 
fact it is available locally and is 
rust-free. Rust is a consideration 
in a rainy climate like that of the 
Puget Sound country. Mr. McCarty 
should know about bodies. A good 
share of his 30 years in the auto- 
motive business has been in the 
service and body rebuilding end. 
Before coming to Seattle, he was 
service manager for Lincoln Motor 
Co. at Detroit. Later he was in the 
engineering department of Hoof 
Products Co., Chicago. 


ws Though disclaiming any new 
ideas on automotive engineering, 
Mustang officials have built into 
their car a number of new depar- 
tures in body design, and they 
have some unorthodox ideas about 
selling. 

The car is low-slung, providing 
a minimum of eight inches clear- 
ance, yet hugging the road closely. 
Inside it has a headroom of 48”; 
two front seats of semi-bucket 
type are set between the front 
wheels and turning individually 
at right angles for access to the 
doors. The rear seat is built for 
four; it is 5’ 9” wide. 

Just back of the rear seat is the 
motor, mounted parallel to the 
line of travel. The motor eliminates 
universal joints and _ couples 
directly with the transmission and 


sion and rear axle are built as a 
unit that slides into place and is 
held fast by a single ball joint con- 
nection where the radius rods 
meet. It’s a simple, nine-minute 
operation, Mr. McCarty explained, 
to jack the body up, loosen this 
joint, and roll out the power unit 
and the rear end, either for main- 
tenance work or for replacement. 
Patents have been applied for 
covering this feature. 


s The sales policy is being shaped 
now. One object of the preview 
display to an invited list of 3,000 
persons was to determine the pub- 


TEARDROP—This is the Mustang auto which Mustang Engineering Corp., Seattle, 
will make for $1,235 on order from those most in need or best able to show it off. 
It has rear engine, aluminum body and other unconventional aspects. 


lic reaction and the attitude of 
prospective buyers. For the pre- 
sent, the company seeks only to 
sell in the Pacific Northwest, and 
only on direct sales from the fac- 
tory. As part of this policy, it in- 
tends to set up various garages as 
authorized service agencies, but 
for the present there will be no 
dealers. 

The car is its only salesman, the 
company states. It explains: “Mus- 
tang is reluctant to appoint any- 
one as its distributor or sales rep- 
resentative until it is ready to 
be distributed over a larger area 
than we now propose to serve. 
Furthermore, in the beginning 
Mustangs will be built only on 
order and on written contract, 
with a substantial down payment 
before engine and parts are or- 
dered shipped to Seattle. 

“The reason for this we believe 
is sound. If we appointed dealers’ 
to sell our first cars, we would 
have to add to the Mustang’s cost 
price approximately 25%. We 
know that we can build the car for 
$1,235 plus taxes, f.o.b. Seattle or 
Renton, with a reasonable profit 
margin at this time. 


s “After a few months’ experience 
on the assembly line and. . . with 
an expected drop in material price, 
we anticipate then being able to 
appoint dealers and distributors 
without increasing the sales price. 

“And, after all, since there is so 
little work being done to sell cars 
in this under-supplied market, why 
shouldn’t we pass the commission 
on to the buyer?” 

The size of the down payment 
has not been determined. At pre- 
sent, the company is taking orders 
without any down payment, pre- 
sumably to obtain lists of inter- 
ested persons. Company officials 
talk of asking perhaps a $100 down 
payment once they get into pro- 
duction, and, when a customer’s 
order comes up for production and 
parts are being ordered, the cus- 
tomer then might be asked to pay 
one-third down. 
@ Mustang is exceptional also 
among new car producers in 
stating flatly that it isn’t interested 
in the mass market and does not 
intend to go into mass production. 
It seeks only to serve the Pacific 
Northwest—at the present. Mr. 
McCarty talks of producing about 
eight or ten cars a day by January, 
and a factory force of perhaps 30 
or 40 men, no more. 

If the car goes over well, then 
the company will consider 
licensing assemblers in other 
states, perhaps state by state. 

Lack of capital is one obvious 
reason for this policy. The Mustang 
Engineering Corp. (no connection 
with Mustaig motorcycle) is 
owned by five men: Mr. McCarty 
and four Seattle business men not 
previously in the automobile bus- 
iness. They believe they have a 
product with immediate consumer 
acceptance. They wish to build 


slowly, and to avoid if possible, 


or for as long as possible, raising 
money through a public issue of 
stock. 

So far two cars have been 
made. One has been the test car; 
the other was placed on preview 
Oct. 7 and then was displayed in 
a show window of the Bon Marche, 
Seattle department store, begin- 
ning Oct. 11. 


@ In discussing the ideas that 
went into the car, Mr. McCarty 
said: “We don’t think that the 
country wants a midget automo- 
bile... We’ve tried to build a car 
that will interest the young people. 
“We’re not going to buck the 
other fellows [car manufacturers] 
but we know we can get this car 
in production without a lot of ex- 
pense for tooling. We have not de- 
veloped a thing or designed any- 
thing new.” 

If the Mustang has no new 
ideas, it nevertheless has adapted 
some pretty shrewd engineering 
angles. For one thing, Mr. McCarty 
points out, there is not a reverse 
curve in the body. That means the 
body can be shaped with a stretch- 
press, saving the heavy cost of 
die stamping. For another thing, 
the number of parts has been 
sharply reduced, through simplifi- 
cation. Mr. McCarty says he 
thinks the car has 30% fewer parts 
than a standard automobile. Only 
the two front windows open; the 
hardware and expense of provid- 
ing a means of opening all win- 
dows have been eliminated. With 
proper design, two windows pro- 
vide sufficient air in the Mustang, 
he said. 


ws In another economy, the com- 
pany obtains parts and subassem- 
blies from the East and Midwest 
at proportionally less freight than 
is charged for a bulky completed 
automobile. This saving alone is 
estimated at $125 a car. 

Mustang weighs 2,200 pounds 
Top road speed is 65 miles an hour; 
cruising speed, 45 to 50 miles an 
hour. The economical motor gets 
24 to 35 miles a gallon, officials 
say, and good shock control pro- 
vides a smooth ride. Four-whee’ 
brakes are hydraulic. 

The car can use a Continental 
motor, and a six-cylinder motor 
can be supplied at a somewhat 
higher price. 


a The company, though disclaim- 
ing any interest except in the local 
market, states with its applications 
that the following classifications 
will be considered for contracts in 
the next 90 days: 

1. Persons who have no trans- 
portation at all “and desperately 
need a Mustang.” 

2. Motorists who have the best 
opportunity to display the car to 
definite motor using groups, or 
are residents of distant counties 
in Washington, Oregon, California 
and Idaho. 

3. Leaders in their communities, 


S. O. Shapiro Joins 
‘Look’; Macfadden 
Boosts Himmelman 


New YorK—S. O. Shapiro has 
resigned as vice-president and cir- 


culation director of Macfadden 


Publications, Inc., to become vice- 
president and assistant 


S. N. Himmelman has been named 
circulation director and Herbert G. 
Drake, vice-president, will serve 
as sales director of Macfadden. 

Both Mr. Shapiro and Mr. 
Himmelman have been’ with 


S. Himmelman 


S. O. Shapiro 


Macfadden’s 
ment for many years. 


became circulation director 


to 
Gardner Cowles, president of Look. 


circulation depart- 
Formerly 
with the Chicago Tribune, he later 
of 


Liberty and in 1934 assumed that 
position for all Macfadden maga- 
zines. Shortly after Look’s found- 
ing he joined that magazine as cir- 
culation director. After three 
years he returned to Macfadden. 

Mr. Himmelman joined Mac- 
fadden circulation in 1931 and 
became boy sales director when 
the company acquired Liberty 
from the Chicago Tribune. In 1946 
he became circulation manager of 
the company, under Mr. Shapiro. 

Mr. Drake for several years has 
served as promotion director of 
Macfadden. 


Publicity Club Elects 

Julian J. Jackson, head of the 
Julian J. Jackson public relations 
agency, has been elected presiden‘ 
of the Publicity Club of Chicago 
Other officers are: Ralph E. John- 
son, Western Electric Co., 1st vice- 
president; Jim Hanlon, of WGN 
2nd_ vice-president; Mary Rose 
Noel, American Airlines, 3rd vice- 
oresident; James L. Merrick, Santa 
Fe System Lines, treasurer, and 
Mrs. Helen W. Gambrill, American 
Red Cross, secretary. 


Willard Promotes Wolff 


George W. Wolff, national serv- 
ice manager, has been promoted 
to assistant sales manager of Wil- 
lard Storage Battery Co., Cleve- 
land. A. L. Blackwell, Cleveland 
district sales representative, has 
been named to succeed Mr. Wolff 
as national service manager. 


Bohen Elected a Director 


Frederick D. Bohen, president of 
Meredith Publishing Co.; Des 
Moines, has been elected a director 
of the Chicago & North Western 
Railway Co., Chicago. He will fill 
the vacancy created by John Nu- 


businesses or organizations. 


to the rear end. Motor, transmis- 


veen Jr., who has resigned. 


Advertising Age, October 18, 


‘Selective’ Wins 
‘Sponsor’ Contest 
as Name for ‘Spot’ 


New YorK—‘National selective’’ 
nosed out “selective” in a contest 
conducted by Sponsor to replace 
“spot” in referring to radio adver- 
tising that is neither network no: 
strictly local. 

Next in the choice of the 1 

judges, representing advertisers 
agencies, stations, station represen 

tatives and transcription firms 
was “M-B-M” or market-by mar- 
ket broadcasting. 

The contest attracted 645 of the 
magazine’s readers, who made 4 
total of 1,931 suggestions, said Nor- 
man R. Glenn, publisher. Because 
of the length of “national selec- 
tive,” a group of editors of adver- 
tising and radio papers who at- 
tended a luncheon given by Spon- 
sor to review the findings agreed 
to use “selective” in referring to 
this form of broadcasting. 

Mr. Glenn pointed out that 
ADVERTISING AGE and Radio Daily 
have been calling it selective for 
several months, and that Paul H. 
Raymer Co., station representative, 
has been conducting a campaign 
in business papers to urge its use. 


es Sponsor’s editors screened the 
1,931 suggestions down to 60 for 
the convenience of the judges, but 
the judges also were given the en- 
tire list. Some of the 60 were: 
aimed, airea, area, areacast, beam- 
casting, bullseye, directed, elective, 
flexible, focal, impax, link, mar- 
ketcast, non-network, pattern, pin- 
point, selecast, target and unit. 

Scores of suggestions employed 
the words local, market, point, 
select and spot in one form or 
another. In fact, 45 kinds of spots 
bounced back on the judges, not 
including such alleged synonyms 
as “leopards.” 

Some of the other suggestions 
ran the a!phabetical and imagina- 
tive gamut from abomination, air- 
blurb and atomad, bellringers 
buckshot radio, breakaways and 
blinks to cosmic radio, dead 
weights, drops, etherettes and 
frecklework; from Godans, hark 
hego and Hooper-Scooper to jacent 
jitney and jolter; from latoral, lo- 
com, minny and midgitizers t 
nimba, needle point, optional-use 
and pay-dirt; from Q-ease, reten- 
tures, scanty-scanties to selzit 
short stop, sizzler and smugg!e- 
smuggles; from squirt and syncs t 
tweeny-tweenies, wedge-wedzgies 
voxraw and Your Money’s Worih 
in Radio. 


Sherwin-Williams Ups Two 


James S. Begg, general sales 
manager of the special products 
of Sherwin-Williams Co., with 
headquarters in Cleveland, has 
been named manager of the Chi- 
cago city sales division. D. W 
Campbell, manager of the Phila 
delphia sales division, has bee! 
appointed manager of the Detrol 
sales division, succeeding the lal 
Ralph M. Dunbar. 


Appoints French Agency 


Standard Pipeprotection, In.., & 
Louis, has appointed Oakleigh * 
French & Associates, St. Lou's, 
direct its advertising. The com pany 
offers facilities for applying pro 
tective coatings to steel pipe 2 
St. Louis in transit between pIPé 
mills and delivery points. 


Three Name Anderson Agent! 


Merrill Anderson Co., New Yor 
has been appointed to direc: 1% 
advertising of the LaSalle %% 
tional Bank, . Chicago; Plai \fé 
Trust Co., Plainfield, N. J.. am 
Union Trust Co., Springfield, a5 


McKim Promotes Brodie 

Edgar W. Brodie, account e «ec! 
tive, has been named mana: ° 
the Toronto office of McKin 4 
vertising Ltd. At one time h W 
manager of the agency’s Lod! 
England, office. 
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Hoover Group 


Leads Search 
for Statistics 


Mills Heads Study; 
Balancing of Data, 
Index Sorely Needed 


WASHINGTON—Users of govern- 
ment statistics have a _ personal 
stake in the success of the com- 
mission headed by former Presi- 
dent Herbert Hoover, which has 
spent the past year devising ways 
of improving the organization of 
the federal government. 

What the commission will sug- 
gest when it reports to Congress 
in January remains a carefully 
protected secret. Mr. Hoover re- 
veals only that far-reaching re- 
shufflings and consolidations will 
be proposed, including the crea- 
tion of one or more new cabinet 
posts. 

One of the 22 “task forces” work- 
ing for Mr. Hoover confines itself 
exclusively to the job of finding a 
statistical program which will 
meet the legitimate needs of gov- 
ernment and the outsiders who 
rely on government data for busi- 
ness planning. 


s Headed by Prof. Frederick 
Mills, Columbia University’s re- 
nowned professor of statistics, this 
“task force” goes into a riddle 
long familiar to the users of statis- 
tics inside and outside of govern- 
ment—that is, the job of finding 
out what the government collects, 
who publishes it and how much of 
it is necessary. 

Anyone who uses government 
statistics for market research pur- 
poses senses what needs to be 
done—something must provide a 
more reliable index of where data 
is to be found; someone must see 
that government programs are 
well balanced, providing the key 
facts needed for planning pur- 
poses. 

Much of the data can be located 
through inquiries to the obvious 
places—the Department of Com- 
merce; the Census Bureau; the 
Bureau of Agricultural Economics 
and the Bureau of Labor Statistics. 

But equally valuable data turns 
up in unexpected places—the 
Federal Reserve Board, the Secu- 
rities and Exchange Commission, 
the Civil Aeronautics Adminis- 
tration—and other questions, of 
presumably vital importance, are 
shuffled unanswered from bureau 
to bureau. 


8 Mills and his staff want to cut 
costs and eliminate waste, but 
they also want to work out a sta- 
tistical program which will meet 
the needs of the modern state, 
with its complex private and pub- 
lic planning problems. 

For months, they have been con- 
sulting business men and others 
who use government statistics, 
a wvell as the government ex- 
ectulives who are currently 
charged with planning and carry- 
hg out statistical work. 

Tie government people them- 
sly-s are looking forward to the 
Mil report, because it is expect- 
td |) give statistical operations a 
mor secure standing before con- 
fres ional appropriations commit- 
lees For years, statistical pro- 
frar s have suffered brutal slashes 
Nn eongressional hands, the respon- 
‘ible officials being unable to 
tem: nstrate by weight of authority 
‘hat programs were carefully 
dlan ed and necessary. 


"T! ough statistical work is now 
‘ret ully supervised by the divi- 
‘ion of statistical standards of the 


Budget Bureau, Congress. still 
looks at a census proposal, or con- 
sumer income study, as a vulner- 
abie place for the economy ax. 
Only a few weeks ago, the Joint 
Committee on the Economic Re- 
port, headed by Sen. Robert Taft | 
(R., O.) and Rep. Jesse Wolcott 
(R., Mich.), issued a special staff 
study in the hope of providing to} 
Congress authoritative information 
on the inadequacies of the existing 
government statistical work. 


s This report has been carefully 
studied by the Mills group with a 
view of determining where actual 
increases in government statistical 
activity are necessary. 

Whatever the Mills group finds, 
it would be a safe bet that govern- 
ment statistics will continue to 
pop up in unexpected places, be- 
cause many valuable government 
reports are by-products of “ad- 
ministrative statistics’—data col- 
lected in routine day-to-day work 
in regular agencies, a “plus” value 
which need merely be compiled 


and published. 

Among the important “statis- 
tical gaps’ detected by the Joint 
Committee on the Economic Re- 


port are studies in the field of | 
consumer purchasing power and | 


demand; data on costs of construc- 
tion; inventory statistics which 
would permit breakdowns at var- 
ious stages of the industrial pro- 
cess; and more complete data on 
financial trends in business con- 
centration including facts by size 
of business and information on 
business. 

As proposed by the congressional 
group, the surveys of consumer 
purchasing power and demand 


mark” studies could be made in 
conjunction with the 1950 popula- 
tion census. It estimated that 
studies covering income data for 
100,000 households, savings data 
from 25,000 and expenditures data 
from 10,000 could be made for 
$3,000,000. 


Peach Board and Carnation 


Plan Joint Nov. Campaign 


The California Cling Peach Ad- 
'visory Board and the Carnation 
Co. will sponsor a joint campaign 
| during November to promote reci- 
pes for canned peaches and canned 

milk. The peach ads in color have 
been scheduled to appear in 68 


would reveal distribution of in- | newspapers in major markets across 


come and savings available for) 
expenditure by geographic area 
and by income group. It also 
would map current and prospec- 
tive patterns of consumption and 
expenditures. 

Noting that there has not been 


a full-scale survey of these mat-| 


the study suggests that 


the coun‘ry. Carnation has sched- 


uled color ads in 13 national mag- 
azines. The San Francisco office of 
Batten, Barton, Durstine & Osborn 
is the agency for the peach ad- 
visory board. Erwin, Wasey & Co., 
Los Angeles, handles the Carnation 
account. 


Maguire Named Ad Director 


Fred L. Maguire, recently with 


Look, will become advertising di- 
rector of the American Legion 
Magazine, effective Oct. 15. He 
relinquished the position in 1940 
to join Time. 


‘News’ Appoints Clarke 


Randall Clarke has been ap- | 


pointed promotion manager of the 
Daily News, Miami, Fla., succeed- 
ing Michael Stumm. 


NON-MET AL TYPESETTING ~ irae 


“bench- | 


_— tists, letins, 
cee on manuals. 


Ph 


ACCURATE COMPOSITION SERVICE. INC 


HAR 9634 — 542 S_ Dearborn St Chicay in 


For Stories They Can’t 
Find Elsewhere... 


Most magazine editors today turn “thumbs 
down” on war stories . . . occasionally you 
see one, yes, but the men who fought our wars 
—from Alaska to Africa and from the South 
Pacific to the North Sea—want a constant 
source of stories reminiscent of their own 


experiences, 


In Foreign Service, 


they find a variety of 


these yarns month after month. That’s why 
they look forward eagerly to each issue. Be- 
cause of this exclusive editorial pattern, For- 
eign Service enjoys unusually high reader- 


ship attention. 


As a consequence of this high readership, 
advertisers get the kind of results they have-a 
right to expect from their advertising dollar. 
We know this to be true because for over a 


If you'd like further informa- 


tion, including 
Starch Survey, 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., 


a digest of the 


please write. 


long period of time, we have watched Foreign 
Service advertisers consistently repeat and en- 


large their schedules. 


Put Foreign Service on your schedule for 


1949 .. 


. take full advantage of this mass 


circulation to families who represent the back- 
bone of America’s buying power. 


and maybe higher. 


b 


circulation bonus of 150,000 copies. During 1949, 
this bonus bargain will go as high as 
Space contracts signed in 
1948 will give advertisers the benefit of the 
present low $5.50 per line rate during the entire 


vear of 1949. Circulation guaranteed 1,000,000. 7 


Rate Insurance for 1949 -) 


Foreign Service is giving current advertisers a 


250,000 — 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 


Broadway 


at 34th, Kansas City 2, Missouri 


New York 17, N.Y. e Hil F. Best, 131 Lafayette St., Detroit 26, Mich. 


Renick Averill, 427 West Fifth St., Los Angeles 13, Calif. @ Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, Ill. 
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~ Democrats Hire 


! 
{ 
: 


Disc Jockey 


for Lady Voters 


eee 


All Radio Gimmicks 
Used in Party’s ABC 
Daytime Broadcast 


New Yorx—Convinced that the 
distaff vote will be the decisive 
factor in this year’s election, the 
Democratic National Committee 
last week started a radio series cal- 
culated to get the women out to 
the polls on Nov. 2. 

Couched in disc jockey format, 
the 15-minute show, prepared by 
Warwick & Legler, is livelier than 
most platter sessions. The Missouri 
Waltz set the stage for the opening 
broadcast of the “Democratic Rec- 
ord Club,” which will be heard 
Monday, Wednesday and Friday 
on ABC until election aay. The 
record for the opening day, as 
plugged by the master of ceremo- 
nies (an ABC announcer whose 


_ name was not revealed because of 


the network’s neutral attitude to- 
ward such matters as politics), was 
the “grandest record of all, the 
record of the Democratic party.” 

*“Now’s the Pime to Fall in Love” 


| didn’t get far past “Potatoes are 


. when the announcer 


tomatoes are cheaper” 
intervened 
with the Democrats’ explanation of 
why such is not the case. There 
was a request number, “Every Day 
I Love You Just a Little Bit More”, 
dedicated (you guessed it) to the 


cheaper; 


. , Democratic party. 


a Not to be left out in a current 
fad, the program includes a give- 
away. On this occasion a booby 
prize of a conducted tour through 
a butcher shop by a housewife 
went to Sen. Kenneth Wherry of 
Nebraska, who was quoted as say- 
ing: “I’m the fellow who knocked 


out price control.” 


There also was a hidden melody, 
which turned out to be “Why Was 
I Born?”—‘“something everybody 
was asking during the bleak years 
of the Republican depression.” To 
the lady who answered correctly 
(by telephone) as well as to the 
other listeners went the “right to 
choose who will run the most im- 
portant country in the world.” 

Featured character was a man 


Black's Poultry Company bought 63 stations 
including WONC, the 5000 watts—620 ke 
CBS station in Durham, N.C. Results? WONC 
hatched a lower per inquiry cost than all oth- 
er 63 stations except one! 


What do you want to sell more 
of at lower cost? 


DURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBIA BROADCASTING SYSTEM 


~ Rep. Paul H. Raymer 


— 


./* 


with a faraway voice, identified as 
the “ghost of the Republican 80th 
Congress” and the “murderer of 
price control, low cost housing and 
social security benefits for 750,000 
people.” Mrs. India Edwards, ex- 
ecutive director of the women’s 
division of the national committee, 
guested on the premiere show. This 
daytime series will cost approxi- 
mately $65,000. 


s Future programs will offer reci- 
pes, “Dewey double talk dump- 
lings,” among others, and nursery 
rhymes, along with the music. “The 
only thing lacking,” as Mrs. Ed- 
wards puts it, “is a love interest— 
and we hope all the women are 
going to love Mr. Truman.” 

The national committee, accord- 
ing to John M. Redding, publicity 
director, will spend $3,000,000 dur- 
ing this campaign year. Of this, 
$1,000,000 will be devoted to radio 
and television. Some half dozen 
major addresses by President Tru- 
man and Senator Barkley are 


scheduled for broadcast. Both can- 
didates will go before the tele- 
vision cameras during their East 
Coast tours. Video spots also have 
been prepared for use before and 
after major sporting events. 

In many states, notably Indiana, 
where 2,500 announcements and 
programs will be aired this month, 
and Pennsylvania and New York, 
heavy radio drives have been set 
by the state committees. 

The national committee is plac- 
ing some outdoor advertising and 
transit ads. Newspaper ads have 
been prepared for the use of state 
and local committees, which are 
expected to spend approximately 
$1,500,000. Some 3,000,000 pictorial 
books, using the comic book tech- 
nique to tell the story of Harry S. 
Truman and his party, have been 
forwarded to state committees. 


Borden Plugs Cheeses on TV 
Borden Cheese Co., New York, 

has signed with WCBS-TV, WABD 

and WPIX, New York television 
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GENERAL MOTORS RESUMES—With this four-color copy in ten national magazines 

and seven business papers in the automotive field, General Motors Corp. resumes 

its institutional campaign. Except for “Train of Tomorrow” copy, GM has been 
away from magazines for two years. 


brand Camembert cheese will be 
promoted. Young & Rubicam, New 
York, is the agency. 


stations, for a series of ten spot 
announcements a week for 13 
weeks. Liederkranz and Military 


Nearly everybody who is anybody 
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Plans Tuesday Food Section 

Starting Oct. 19, the Seattle 
Times will carry a food section on 
ruesdays. The newspaper and re- 
ailers are working together on the 
‘uesday food section in an effort 
» level out the food purchases over 
1ore days. 


‘aton Advances Blondell 

Martin Blondell, in charge of 
production control of Charles A. 
Eaton Co., Brockton, Mass., shoe 
, anufacturer, has been named 
sales promotion manager of the 
company, 


Pearson to Tracy, Kent 

Robert C. Pearson, formerly 
with Walker & Downing, Pitts- 
burgh, has joined the copy depart- 
ment of Tracy, Kent & Co., New 
York. 


Ramsdell Promotes Belknap 
Richard H. Belknap, a member 
of the copy staff of Lee Ramsdell 
& Co., Philadelphia, has been pro- 
moted to account executive. 
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Engravers 0. K. 
Joint Report on 
4-Color Plates 


CLEVELAND—Recommended stand- 
ard specifications for four-color 
advertising engravings in maga- 
zine letterpress wet printing, a 
report developed by the joint com- 
mittee on magazine advertising 
reproduction of the American 
Association of Advertising Agen- 
cies and the National Association 
of Magazine Publishers, was the 
subject of a special panel at the 
annual convention of the Amer- 
ican Photo-Engravers Association 
here Oct. 7-9. 

As a result of the distribution 
of the report, the photo-engravers 
formally expressed their desire to 


cooperate with agencies and pub- 
lishers in preparing color plates, 
and thanked the joint committee 
for the work it had performed. A 
panel composed of E. Thomas Mc- 
Breen, J. Walter Thompson Co.; 
Glen Boylan, Meredith Publishing 
Co.; Frank E. Church, Time, Inc.; 
P. L. Ruston, Conde Nast Publica- 
tions; Lewis W. Trayser, Curtis 
Publishing Co.; Arch Crawford, 
NAMP; Ernest Donohue, Batten, 
Barton, Durstine & Osborn; Mack 
Goode, Four A’s, and Thomas J. 
Carnese, Ted Bates, Inc., discussed 
the report and answered prepared 
questions. 

The report, designated as Report 
No. 2 of the joint committee, fol- 
lowed closely on the committee’s 
report No. 1, which dealt with 
“Some Current Problems in Color 
Reproductions on Edition Runs.” 
The report on plate-making dis- 
cusses plate sizes, selection of inks, 
paper, screen size, photographic 
separation, stripping, printing on 


metal, etching, finishing, proofing, 
composition and electrotypes of 
type matter. Detailed discussion of 
methods and recommendations as 
to acceptable procedures are in- 
cluded. 

Most of the three-day conven- 
tion was devoted to addresses on 
production problems and develop- 
ments in the field of photo-engrav- 
ing. Vast strides were indicated 
in various equipment and process 
fields. 


# Included in the development dis- 
cussions were a new mag.esium 
plate base, new halftone screens, 
automatic lens and diaphragm con- 
trols, new darkroom equipment, 
modern plastic mounting, fluores- 
cent lamps for making color-sepa- 
ration plates, and examining color 
proofs, new lens developments, 
temperature control devices, pho- 
tographic masks, new offset proof 
presses, and various high-speed 


equipment. 


....0f any campaign 


to sell the 
metalworking 


industry 


For 93 years America’s Greatest Metalworking Magazine... 
A broad statement — but one that truly reflects the tremendously broad 
coverage and influence of The Iron Age. 
More people pay more to read The Iron Age than any other metalworking 
publication — weekly it reaches a total audience of 105,850 — and year 


after year its renewal percentage is the highest in the field. 
That’s why The Iron Age has served as the keystone in thousands of 
successful campaigns and carries more pages of advertising than any other 


magazine in the world. 


Iron Age is basic 
in a basic industry. 


A a ei 


LEA EA NEE RECT CA te 8 


A CHILTON & PUBLICATION 


100 East 42nd Street 
New York 17, N. Y 


LN NE A 6 Tg APOE RE IE IM NA Oe 


/ eralworking reads... 


49 


The growth of offset and gravure 
processes and the need for more 
trade shops to supply plates and 
cylinders for these fields was em- 
phasized. Harry A. Porter, vice- 
president in charge of sales, Har- 
ris-Seybold Co., told the photo- 


engravers that a great vista of op- / 


portunity presented itself in the 
making of offset plates for this 
fast-growing industry. At present 
most of the offset plates are made 
in offset plants. 


The association also endorsed 


the new textbook on “Modern 


Photoengraving” by Louis Flader - |+ 


and J. S. Mertle, and recommended * 
national apprenticeship standards 
for the photo-engraving industry. 
It was recommended that the ex- 
ecutive committee of the APEA 


collaborate with a union commit- - 


tee in the establishment of such 
standards covering the training 
of apprentices for the industry. 

The association’s next meeting 
will be held in San Francisco 
Sept. 12-14, 1949. 


McCarthy Named V.P. 
James J. McCarthy, 


vice-president of sales of the Hol- 
sum products division of Jewett & 
Sherman Co., Milwaukee. He has 
been with the company for 30 
years. 


G-E Promotes Stark 


James F. Stark, local manager ° 


of appliance sales in Omaha for 
General Electric Co., has been ap- 


pointed sales manager of the sun- . 


lamp and heater section of the au- 
tomatic blanket and sunlamp divi- 
sion of G-E in Bridgeport, Conn. 


When you want fo sit and read | 


and think and sulk ... and 
the phone clangs and 
clangs.....and you area 
baby sitter for the evening. 
Frustrated Sir! 


that’s Your Worry! 


But your 
OFFICE OVERLOADS 


| in TRANSCRIBING | TRANSCRIBING 
in TABULATING 


are Our Worries! 


«+«.+Dparticularly .. .for the com- | 


putation of modern inventories using 
today’s costs and figures ..... 

.... particularly for the breaking down 
of those voluminous QUESTION- 
NAIRES, sifting out ALL facts and 
opinions and finding indicated answers. 

.... particularly when there are moun- 
tains of sales slips to be melted 

.... particularly if you want to conduct 
a complete mail campaign. . . typing let- 
ters (ANY process you prefer), address- 
ing, folding, stuffing, sealing, stamping 
...Wwe'll pick up replies at Bp O.; open, 
sort and keep records; count and pack- 
age money; prepare and mail premiums 
.... famously, accurately, speedily... .. 


....if you’d 


Ayornunman 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 


New York City « Los Angeles 
Minneapolis ¢ Seattle 


general * 
sales manager, has been named’ |’ 


———— 
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with First 3’s 
SUNDAY PUNCH 


Give your advertising MORE POWER in the Rich Industrial North and 
East. With First 3 MARKETS GROUP you get the greatest coverage 
offered by any single medium in each of the first 3 markets of the 
country with finest rotogravure and colorgravure reproduction 


assuring maximum package and product identification. 


i ’ New York Sunday News 
the ts b Chicago Sunday Tribune 
with the | . ’ Philadelphia Sunday Inquirer 
Sunday : , a7 qi 
: _ Rotogravure « Colorgravure 


Punch = RKETS G RO U Pp _ ec : Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 ° Chicago 11, Ill., Tribune Tower, SUPerior 004 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 057: 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


no aa 


CONTROVERSIAL SUBJECT—When Funk & Wagnall gave a party for Rep. Fred A. 
Hartley Jr. in honor of his new book, “Our New National Labor Policy,” there was 
much conversation pro and con on the Taft-Hartley Act. Left to right are Leon Levine 
of CBS; Sidney Fish, New York Journal of Commerce; Mr. Hartley; Vic Reisel, labor 
columnist of the New York Post-Home News; Howard Rutledge, Wall Street Journal; 
Fred Zeserson, Federated Press, and Edward Townsend, Business Week. 


PACT—Shirley Brice holds Raymond Perlman’s winning poster, which took the $200 

rize offered by the Art Directors Club of Los Angeles for the best local poster in an 

ternational competition sponsored by the United Nations Department of Public 
Information. 


XCHANDISES RADIO SHOW-—This 10-ft.-high display is part of the merchandising 
Poig> set up by KMOX, St. Louis, to back Canada Dry Bottling Co.’s sponsor- 
P of ‘It Pays to Be Ignorant,” broadcast Saturday nights. Left to right are: 
« lev ndofsky, sales manager, Canada Dry Bottling Co.; Carter Ringlep, general 


04 * mcxager, KMOX; Edward Fitzgerald, president, Canada Dry Bottling Co. of 
a ‘ovis Edwin M. Fisher, account executive, and Albert J. Gredell, sales promotion 
57: manager, KMOX. 


NATION’S BUSINESS ENTERTAINS—This studious group, at a reception given by 
Nation’s Business for Lawrence Hurley, the publication’s editor, includes (left to 
right) Frederic R. Gamble, president of the Four A’s; Fletcher D. Richards, president, 


Fletcher D. Richards, Inc.; Sigurd S. Larmon, president, Young & Rubicam, and 


SALESMAN—An up-and-down motion of 

the man’s right arm points to the copy 

panel of this new Hiram Walker display, 

which comes in several sizes for windows 
and store interiors. 


NEW PRODUCT—This is Colgate-Palm- 

olive-Peet’s new Cashmere Bouquet hand 

lotion. Now in national distribution, the 

company still has no “immediate adver- 
tising plans” for it. 


Henry Lucking, Nation’s Business. 


Smooth 
. is the word! 


Um-m! 


Try “Smooth Sailin” Today... Mod 


START OUTDOOR DRIVE—Hollywood Candy Co., Centralia, Ill., is supplementing 
its use of radio with an outdoor campaign, the first posters of which are these 
featuring Milk Shake and Smooth Sailin bars. Both will appear simultaneously in 


75 cities this month. D’Arcy Advertising Co., St. Louis, is the agency. 


SUBWAY SPECTACULARS—Attending the premiere of the Mc- 
Arthur 3-dimensional New York subway spectaculars are, left to 
right: Dan O'Grady, outdoor manager of Batten, Barton, Durstine 
& Osborn; Matthew Hufnagel, J. Walter Thompson Co.; Johnny 


O&O CONFAB—Attending the recent meeting in Chicago of 
O'Mara & Ormsbee executives and general advertising depart- 
ment heads of client newspapers are, left to right, around the 
table: Harry Keller, Omaha World-Herald (in light suit); Arthur 
Windell, Seattle Times; A. J. Flanagan, Newark News; J. R. 
Beemiller, Wichita Eagle; W. C. Gilchrist, Columbus Dispatch; 


Johns, BBDO; Paul Merkle, outdoor department, J. Walter 


Thompson Co.; Charles H. McArthur, president, McArthur Adver- 
tising Corp., and Charles H. Gabriel, vice-president and New 
York manager of Brisacher, Wheeler & Staff. 


Joe Zally, and Jim Ritter, O&O, Chicago; Press Roberts, Detroit 
manager, O&O; J. Rufus Doig, sales manager, O&O; L. H. Brown- 
holtz, O&O president; John Eggers, Pacific Coast manager, 
0&0; Casey Carpenter, Sait Lake Tribune and Telegram; Ken 
Dennett, Chicago manager, O&O, and A. F. Hall, Milwaukee 
Journal, 
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Harvard to Study 
Business Man’s Role 
in America’s Growth 


Boston—Establishment of a cen- 
ter to study the importance of the 
business man in the growth of 
American civilization has been an- 
nounced by Provost Paul H. Buck 
of Harvard University. It will bear 
the name, Research Centre in En- 
trepreneurial History. < 

Believing that the role of the 
business man in the development 
of American life has not been fully 
understood, a group of scholars at 
Harvard will undertake to fill out 
this aspect of the nation’s history. 
The research project, which will 
be financed by a grant from the 
Rockefeller Foundation, will be 
jointly sponsored by the Faculty 
of Arts and Sciences and the 
Graduate School of Business Ad- 
ministration. 


“By looking back over the busi- 
ness man’s role in America’s past 
we hope to arrive at some ideas 
about what place the business man 
will occupy in the nation’s future,” 
Provost Buck explained. 

Among the questions the center 
will investigate are the contribu- 
tion of business men to a dynamic 
economy; the character, abilities 
and philosophies of business men 
as they have changed from decade 
to decade and from century to cen- 


‘tury; the conditions necessary to 


business enterprise in different 
periods of history, and the leader- 
ship of business. 


Increases Ad Budget 


National Distillers Products 
Corp., New York, is increasing its 
Mount Vernon blended whisky 
advertising budget 25% for the 
last quarter of 1948, using 240 
newspapers in 199 cities four times 
a month. Kudner Agency, Inc., 
New York, handles the account. 


ANOTHER 


KQV’s terrific daytime audience goes right on setting 


response records 


our new give-away show sponsored locally, 
a.m. three days a week, with plenty of sock competition 
like the Breakfast Club. Yet, during the 
over 7,000 listeners flocked into the sponsor’s store to 
register their telephone numbers. 
that nothing in the Pittsburgh market can touch the 
results you get from KQV’s Aggressive promotion! 


PITTSBURGH'S AGGRESSIVE 
RADIO STATION 


that amaze even the experts. Take 


RECORD! 


9:45 to 10 
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OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


Karters Cough-Eze Co., Detroit, 
has placed its advertising with 
Luckoff, Wayburn & Frankel, Ad- 
vertising, Detroit. Distribution is 
intensive in Michigan with plans 
calling for expanded distribution 
in midwestern territories. Radio 
and car cards will be used. 


Waring Appoints Grey 
Waring Products Corp., New 
York, has named Grey Advertising 
Agency, New York, to handle the 
advertising of its Waring Blendor 
and Waring steam iron. A cam- 


paign will be launched in Novem- 
ber. 


Station WMOB, ABC affiliate in 
Mobile, Ala., has begun FM opera- 
tions, duplicating its complete AM 
schedule from 6 a.m. to midnight. 
Station WCMI, CBS affiliate in 
Ashland, Ky., also has started FM 
operations, duplicating its com- 
plete AM schedule on FM from 
sign on to sign off daily. Both 
stations are owned and operated 
by Gilmore N. Nunn and J. Lind- 
say Nunn. 


Elects Culp and Huddleson 


Charles C. Culp, vice-president 
in charge of sales and advertising, 
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Ts a 6 4 36.3 15,555 36.0 15,462 ; wast a 
True Love & Romance ' Total Group ........ 526.0 317,682 547.8 378,18 
ong Re 36.8 15,779 36.3 15,609 |  *Not included in totals. tSeptember linage. 
| ele A ed gg ce 
Vogue (2 issues)...... 241.2 152,440 316.5 200,082 at... —— os 42,840 48.5 48,51 
Woman's Day (Nat'l) . 69.5 29,810 49.8 21.868 | La Presse ............ 51.8 51,832 50.3 50,26 
wo ie S eceees 73.1 31,340 52.8 22,640 Montreal Standard .... 51.6 51,672 54.0 54,0 
Companion .......-. 104.3 70,906 92.3 62,804 ccthsseine aaa ward — _ a 
Total Group ........ 213,7 
Total Group .......- 2,432.2 1,258,067 2,460.4 1,301,114 September nage. need _— nae 
To Luckoff, Wayburn Launch 2 Nunn FM Stations and Edwin E. Huddleson, vic 


president in charge of West ~o%* 
operations and the Honor 
frosted foods division, have 
elected to the board of direc °rs 


Stokely-Van Camp, Inc., Ind: in 
olis. Mr. Culp makes his ‘¢ 
quarters in Indianapolis ar ' ) 
Huddleson in Oakland, Ca’ 
To Hoefer, Dieterich 
Marshall Steel Co., Oa<la% 


Cal., laundry and cleaning °s 


lishment, has appointed !:°° 
Dieterich & Brown, San Frac® 
to handle its advertising. %2° 
outdoor, newspapers and dil 


mail will be used. 
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“CONTINUING STUDY’| 
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PLAN* SHOWS — 
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73,963 
119,381 
8,025 
151,515 
$4,031 
18,530 
He @e @ 
18,88 


bf did a small 120-line national ad (on page 55) 
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ys : not only tie for tenth place in its classification 
i Watch for these high apavs ~ for all studies to date, but take over first place on the 
ons look over this eye-opening report: all-study Index list? Why did a 208-line ad (on page 


10) have the double distinction of placing among the 
top ten ads for all studies to date in its classification 
- with both its percentage score and its Index rating? 
Why did another 72-line ad (on page 19) attain simi- 
lar double honors? Why did 56% of men readers (18 
percentage points higher than the all-study median) 


@ 7 of the men’s 10 best-read general news stories 
were “‘Back of Page 5” 


6 of the women’s 10 best-read general news stories 
were “Back of Page 5” 


6 Ads in top ten for all studies (in their classifica- 
tions) were “Back of Page 5” 


36 pages stopped over 50% of the men or women, 


st or both read department store ads? 
a 75% of the men and 93% of the women read local : ’ , 
ia advertisements We believe you will find this FIRST TABLOID survey 
aa 58% of the men and 61% of the women read national one of the most thought-provoking and valuable read- 
advertisements 


ership studies ever made...showing for the first time 


P Gh of Be mon and SO of the women rend do- how thoroughly a tabloid is read. Ask to see it today. 


partment store advertisements 


Phone or write The Washington Daily News or any of 
the General Advertising Departments of Scripps-Howard. 
We'll be happy to go over this and other studies with you. 


*The Continuing Study of Newspaper Reading 
#121, Conducted by The Advertising Research 
Foundation in Cooperation with 

The Bureau of Advertising of the A.N.P.A. 
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James D. Woolf Talks... 


Salesense in Advertising 


Registered 


retired 
Thompson 


ideas and 
While the 


find 


A Sure-Fire Sales Booster 


One of the most potent state- 
ments ever to appear in advertis- 
ing copy is this: “Your money re- 
funded without argument if you 
are not fully satisfied.” But it ap- 
pears rarely. 

If you enjoy puzzling over mys- 
teries, try to figure out why so few 
advertisers back up their claims 
with a guarantee. I cannot under- 
stand it. I have before me the July 
10, 1948, issue of The Saturday 
Evening Post. Only one of the 113 
advertisers in this issue makes 
any reference to a guarantee. But 
this one intelligent advertiser, Bell 
and Howell, goes all the way: “All 
Filmo Cameras Guaranteed for 
Life.” 

A shopper, in a strange store, 
expresses interest in a new pro- 
duct. Wavering, hesitant, doubt- 
ful, she tells the salesclerk that 
she “guesses she will think about 
it a little.” The cost of living being 
what it is, she simply cannot af- 
ford to take chances with her 
money. Maybe the product will 
not live up to the promises made 
for it. 

What to say to this woman is 
this merchant’s problem. He must 
dispel her fears, win her confi- 
dence, and do it quickly. Like so 
many copywriters, he will be 
tempted to exaggerate, to spoon 
out the superlatives, in what he 
hopes is a high-pressure sales talk. 

But with this better way he can 
hardly miss: “Madam, I’ll be happy 
to have you try this product at 
my risk. Take it home, and use it 
for a week. If you are not com- 
pletely satisfied, just let me know 
and your money will be refunded 
at once.” 


Mail Order Magic 


The money-back guarantee, 
which is offered by nearly all mail 
order advertisers, is the magic in 
their copy that does more than 
any other one thing to win the 
reader's confidence. 

Not long ago I sent out a test 


Artists like the way 
we faithfully match 
their colors 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


James D. Woolf, famed copywriter and 
vice-president 


monthly series of discussions on tested 


the small business man who may be a 
neophyte at advertising, AA readers will 
instruction and entertainment in 
the discussions and sidelights on adver- 
tising successes. 


Walter 
this 


of (J. 
Company, is writing 
basic advertising principles. 
series is aimed primarily at 


sales letter, on a $5 item, that 
purposely included no guarantee. 
I was curious to see what would 
happen. This mailing did just a 
little better than break even. Later 


on, I sent out the same letter to a 


comparable list of names—the 
same letter, that is, with one ex- 
ception: This time I added a 
strongly worded guarantee. This 
second letter was 40% more re- 
sultful than the first and yielded 
a handsome profit. 

This experience is not unique, 
and the lesson it teaches is gener- 
ally known. Why, then, do nearly 
all general and retail advertisers 
fail to make use of this sure-fire 
sales booster? 

Only rarely does a general adver- 
tiser employ the guarantee. His 
product may actually be guaran- 
teed, but, if it is, he displays extra- 
ordinary timidity about mention- 
ing it in his copy. 

Years ago the Holeproos Hosiery 
Co. pioneered with a spectacular 
guarantee—the six pairs you buy 
must wear six months, or you will 
get six pairs free. That offer made 
history, did more to up sales sky- 
high than any advertising idea 


tried before or since in the hosiery 
industry. But advertisers generally 
did not follow suit, and nobody 
knows why. The one possible 
weakness in the Holeproof guar- 
antee was that it required the pur- 
chase of six pairs. Now there is a 
new offer on a single pair guar- 
anteeing 60 days of “pure satisfac- 
tion,” or a second pair free. For 
this campaign I predict another 
outstanding success. : 


Public Plays Fair 


It may be that some advertisers 
fear that a no-strings-attached 
guarantee will be abused by the 
public. There is little evidence the 
customer will cheat. 

Hormel created a stir a number 
of years ago with a double-your- 
money-back offer on a new soup 
that was being introduced. A 
number of other advertisers fol- 
lowed suit, at least one of them of- 
fering to return triple the purchase 
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price to the dissatisfied consumer 
I participated in developing anc 
advertising several such offers 


and I can testify to the honesty o’ 


the public. 


Your Best Advertising 


It is trite, has been said 
thousand times—but it is tru« 
Friendly word-of-mouth advertis- 
ing can be your most priceless as- 
set. 

I bought a new car eightee:, 
months ago that has been whol] 
unsatisfactory. It has been in the 
shop nearly every month for re- 
pair of internal injuries, at a cost 
to me of over $400. The dealer’s at - 
titude seems to be that I bought 
the car at my risk, and not at his 
or the manufacturer’s. At least a 
dozen friends have asked me how 
I liked my car, and I have been 
compelled to admit to my dis- 
pleasure. 

Perhaps this is a situation that 


There are 146 million people in the United States. One in 
ten, or in ten thousand perhaps, are logical customers for 
what you have to sell—ready, willing and able-to-buy. To 
these, your advertising can supply a MOTIVE for BUYING 
YOUR PRODUCTS. But the degree of action it creates at retail 
sales counters is to a large extent MOTIVATED by the media 


in which it appears. 


That’s why eenie, meenie, hit or miss methods of media 
selection (buying circulation by millions in hopes of a 
law-of-average return; or buying editorially screened cir- 
culations which indicate reader interest but are no guaran- 
tee of willing or financially able-to-buy readers) —is 


wasteful and extravagant. 


The Pay-Off’s at the Point of Sale 


The place to measure a magazine’s advertising effectiveness 


meenie 


were interviewing. ) 


mney... 


is the place where advertising pays off. Which is precise] 
what Fact Finders, Inc. did recently, when they sent investi: 
gators into home furnishings departments of representaliv¢ 
department stores to interview shoppers. (Incidentally. 
these investigators were not told for which magazine the! 


One of the questions asked was: 


House BEAUTIFUL . 


Home Service Magazine ““B” . . . ... . 


“What Magazines featuring Home Furnishings 
you read in the past month?” 

And the response per 100,000 circulation for the 10: 
mentioned magazines, were: 


ave 


iost 


208 
127 


Home Service Magazine “C” . . . .. 4. +s * 


Home Service Magazine “D” . . 2. 2 ee © 
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ar makers and dealers can’t avoid 
ecause of outrageous car-abuse 
y the motorist. But, outside of the 
utomobile field, product-abuse is 
arely a consideration. 

In today’s issue of my local 
ewspaper I find ads by a building 

ipply dealer, a locker operator, 

) office supply store, a farm im- 
plement dealer, a bakery shop, a 
poultry supply dealer, an air con- 
citioning firm, a laundry, and a 
sorting goods dealer. Some of the 
products advertised—a new roof, 
a) air conditioning unit, or a disc 
harrow, for example—go into the 
buyer’s pocketbook for several 
hundred dollars. Yet these adver- 
tisers make no mention of a guar- 
antee. 

At bridge games, teas, parties, 
wherever and whenever women 
visit, they love to talk shop. These 
talkfests can make or break you. 
The first Marshall Field sensed 
this when he pioneered his famous 


policy that “The customer is al- 
ways right.” 

Here is a suggestion: For one 
year, as a test, make Guaranteed 
Customer Satisfaction the central 
theme of your advertising. In 
every newspaper ad, every radio 
commercial, every mailing piece, 
every over-the-counter conversa- 
tion, assure the buyer that his 
money will be refunded if he is 
not happy about his purchase. 
You’ll find it magic. 


Schedules Spring Drive 


White Stag Mfg. Co., Portland, 
Ore., has announced the doubling 
of its budget for 1949 spring and 
summer sports clothes. Full-color 
ads have been scheduled for 
Charm, Glamour, Mademoiselle 
and Seventeen next spring. The 
company, which has made winter 
sports clothing for many years, 
added the summer line this year. 
Allen & Clenaghen, Portland, is 


the agency. 


Minnesota Gives lst 
Report on Inquiry 
into Reading Habits 


MINNEAPOLIS—Pausing mid- 
point in its $20,000 media survey 
for the U.S. Navy, the University 
of Minnesota School of Journalism 
has released some results in read- 
ership, listening and movie habits 
of the public. 

Emphasis on the study is to find 
out how people seek information 
in newspapers, magazines, radio 
and motion pictures. Researchers 
have therefore not concerned 
themselves with how many read 
papers, listen to the radio or drop 
in at the movies, and have not 
compiled such figures. 

For their breakdown, they have 
charted age, educational back- 
ground, activity in the community, 
occupation and income. 


Partial observations so far in- 
dicate that persons in the higher- 
education group, who also are 
more socially active and have the 
higher incomes, show a marked 
preference for newspaper reading 


s Faced with a hypothetical choice 
of media, the top-income group 
showed a marked preference for 
newspapers as a news source. 
while the middle-income group 
preferred the radio. The lowest 
income group stuck with radio and 
newspapers. 

Community leaders reflected in 
the socially active group spent 
less time at their radio and ob- 
tained most of the day’s news 
through the press. In addition, 
readers who did the most listening 
to the radio fell below average in 
their total information about local 
and world events. 

In farm communities surveyed, 
crime-accident news, educational 


-_ 


Women’s Service Magazine “A” 
Women’s Service Magazine “B” 
Women’s Service Magazine “C” 
Women’s Service Magazine “D” 
Weekly “A” , 
Weekly “B” . 


active buyers at the point of sale in a ratio of almost two 
for one over any other magazine. 
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Do the Advertising Media You Use 


Have S A? 


There You Have it, Mr. Advertiser 


Proof positive—from the very spot where your customers 
exciange their cash for your products—that some maga- 
tins have a more highly developed editorial ability to 
‘up ly the MOTIVE that gets customers out of their chairs 
ané into retail stores. That if your product has to do with 
improvement, home building, better living—ONE 
MAC \ZINE—House BEAUTIFUL—isolates ready-to-buy cus- 
‘om rs for you in greater numbers; can produce these 


hor e 


House Beautiful © 


You can pick your customers before you go after them, 
when you pick the magazines that get them going. The 
figures at left are only one of many eye-widening facts 
about the actions and reactions of retail purchasers un- 
covered when Fact Finders, Inc. interviewed 3500 shoppers 
at the point-of-sale in a dozen leading U. S. department 
stores. Ask a House Beautiful representative to show you 
the complete study—and show you how important S A 
advertising media can be to your selling operation. 


a 
X 


information and sports held a pre- 
ference, although sports reading 
showed a decline among upper- 
income farmers. 

The survey, under a grant from 
the Navy, is being conducted by 
Dr. Ralph O. Nafziger, as part 
of a continuing study of reader- 
ship habits of the public. The re- 
sults of the study are expected to 
show the trend of the taste of news 
seekers particularly in small towns 
in Minnesota and _ surrounding 
areas of the Upper Midwest. 


‘Blondie’ Places First 
in Pacific Hooperatings 

The Pacific Program Hooperat- 
ings report for September shows 
“Blondie” in first place among the 
first 15 programs. “Sam Spade” 
ranked second and Horace Heidt, 
third. 

The average evening sets-in-use 
of 27.8 reported is up 1.7 from the 
last report, and up 1.9 from a year 
ago. The average evening rating 
is 6.2, up 0.4 from the last report 
and no change from a year ago. 


blanketing rich, 
central Ohio 


If you want to sell, or sell more, 
in central Ohio — and statistics 
prove that it is one of America’s 
best markets — then there's one 
outstanding advertising medium... 
The Columbus Dispatch blankets a 
12-county retail trading zone as 
no other newspaper does. On the 
basis of latest circulation and pop- 
ulation figures, the Dispatch is your 
best way to reach the people of 
those 12 counties: 


Counties Family Coverage 
Daily Sunday 
Franklin ...... 95% 98%, 
Madison ...... 49 54 
Delaware ...... 43 58 
Pickaway ...... 33 51 


eee eenee 


Fayette 
Licking 


and, in Greater Columbus City 
Zone, there's nothing like it — 
93.7% of the 105,645 families 
receive the Dispatch daily. 
Let the Dispatch do your big 
job right in central Ohio! 
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- Deeper Penetration of 
_. Client Thinking Urged 


!promoting him. 


Agencies Must Take 
‘Board of Directors’ 
View, Says Burnett 


Officially, this is a follow-up 
report on the study made by Elmo 
Roper, under the auspices of the 
Four A’s, to discover top manage- 
ment’s opinions on advertising. 

Unofficially, it is an opportunity 
to get off my chest certain ideas 
that have been bothering me for 
a long time... . 

The Roper study disclosed two 
things: 

1. What management thinks of 
advertising. 

2. What management thinks of 
the advertising agency. 


se The answer to the first was very 
satisfactory. Advertising has grown 
in importance, in dignity, and in 
stature. As Mr. Roper put it, the 
House of Advertising has earned 
the right to stand in the same 
street as the House of Steel, the 
House of Food, the House of Rail- 
roads, the House of Motor Cars 
and the houses of all other basic 
American industries. 

The answer to the second was 
less than satisfactory. The busi- 
ness we’re in seems to be more 
highly regarded than the people 
in it. Here’s what they think of us: 

1. We are not enough interested 
in their basic business problems. 

2. Our thinking begins and ends 
with advertising. 

3. We are salesmen first and 
foremost. 

4. We are primarily interested 
in increasing appropriations. 

5. We are long on promises— 
short on delivery. 

6. As a result, we are people 
who have to be indulged. 


@ Each of you will interpret these 
six points in his own way, but it 
has occurred to me that these criti- 
cisms by and large are exactly the 
same kind of criticism which man- 
agement would level at a certain 
type of star salesman right in his 
own organization. 

You know the kind of salesman 
I mean. He is likeable and a good 
worker. He is valuable to the com- 
pany because he turns in the big 
orders. But he often follows his 
own methods rather than the 
ground rules laid down in the 
policy book. He sometimes creates 
organization trouble. He is apt to 
be pretty selfish and limited in 
his scope. He gets bored easily in 
meetings that don’t concern him 
particularly. In a sense he is a 
problem child, and you would 
think twice about putting him on 
your board of directors or even 


NEW JERSEY'S FOURTH LARGEST MARKET 


NO COMPETITION eh 


Bayonne 
CANNOT BE SOLD 
FROM THE OUTSIDE 


That's why 99.2% of ALL the RETAIL 
ADVERTISERS in Bayonne use THE 
BAYONNE TIMES EXCLUSIVELY .. . 
There just is no competition in this 
ee cee. - » » No other paper or 
com on of papers can sell Ba 

—93% Home Delivered. ieee 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED By 


BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 M. LaSalle St., Chicago 
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Are we in the advertising agency 
business that kind of a person 
collectively? 

Well, we are self-interested. We 
have to be. But unlike the ‘star 
salesman we have businesses to 
run, payrolls to meet; we have 
rising costs and long range re- 
sponsibilities to our employes 
within the limits of a fixed com- 
mission. And let’s face it—we are 
still pretty high on the good fel- 
low side. It’s a tradition we have 
inherited from the days when ad- 
vertising itself was indulged in to 
a large extent—when it was not 
considered so important to busi- 
ness as it is today, and by many 
as a necessary evil. 

Our normal activities have asso- 
ciated us with Hollywood, with 


Agencies, 


At the annual meeting of the Central Coun- 
cil, American Association of Advertising 
Leo Burnett, 
Burnett Co., 
Four A’s study of top management’s atti- 
tude toward advertising. His thoughtful 
comments on the basic relationship between 
advertiser and agency, presented here in 
nearly full text, should prove exceptionally 
interesting to all advertising men. 


president, Leo 
Chicago agency, discussed the 


fast trains, non-stop planes and 
big expense accounts. Too often 
those activities have involved peo- 
ple with high creative talents, but 
low emotional stability. ... 


# You know as well as I do that, not 
in the minds of management, per- 
haps, but in the minds of the pub- 
lic at large, our business has been 
associated with a neurotic way of 
life—with people who take benze- 
drine tablets to keep themselves 
awake and nembutal tablets to put 
themselves to sleep. 

We are stamped with a reputa- 


tion for glibness rather than 
earnestness. 

We are more famous for “wow- 
ing” people than for converting 
them. 

Cleverness, rather than sincerity, 
is apt to be our hallmark. 

Our business too often has been 
regarded as the happy hunting 
ground of college boys between 
sowing their wild oats and sobering 
up on big business. 


s Those characteristics have never 
been true of the leaders in our 
business and they are not true to- 
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day of 99% of our people. I'll stack 
the good sense and good behavior 
of our people against that of any 
business or profession in America. 
We have come a long way, possibly 
not so much through our own 
strength of character, but because 
advertising itself has gained dig- 
nity and stature in its own right 
We no longer have to act like court 
jesters to keep the advertiser fron 
losing interest in our particular 
phase of his business, but I an 
afraid that we sometimes thin} 
that we do. 

Above all, we have to revers 
management’s current thinkin; 
about our lack of interest in hi 
business as such. 


a How are we going to do it: If 
we were that hypothetical star 
salesman, it would be pretty easy. 
... After all, he’s on the company 
payroll. He has access. It’s not so 
easy for us. It’s not easy because, 
in many cases, our information on 
company thinking is funneled 
through an advertising manager 
who, because of company policy, 
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An object lesson for Republicans, Democrats, advertising men and prophets of all kins. 


Come the day-after-election and you'll be sporting a 
new headdress instead of eating your old one if you'll 
take this tip. 


Just remember the word “response.” Put your 
money on the man who can get the biggest response. 


Remember that it’s the same with men as with 
magazines. It’s responsiveness that pays off in politics 
or periodicals, electioneering or advertising. 

For instance, one manufacturer we know of ran his 
advertising in three publications. He reports that 
“‘the Holiday response was 4.7 times greater than the 
first, 1.6 times greater than the second and, in fact, 
exceeded the combined response of the other two.” 


This sort of thing not only pleases the guardians of 
advertising budgets. It tickles dealers where it does 
the most good. An advertiser writes that “dealer after 


dealer reported sales increased. Many sell-out re- 
ports.” Holiday’s files are crammed with letters 
like that. 


And you can measure this response in length as 
well as depth. “The most amazing fact,’”’ says a maker 
of sportswear, “‘is that letters are still coming in eight 
and ten weeks after Holiday is out.” 


For Holiday readers don’t flirt with their maga- 
zine. They love it. They read it and clip it. They save 
it and refer to it. It opens new windows on their lives, 
and they give it long life in return. 


So get those bets down. If your senses are keen 
and your horizons broad, Holiday is edited for you. 
And if you want maximum responsiveness to your 
advertising, Holiday tops the list. Over 800,000 fam- 
ilies and 800 advertisers have proved you can’t lose! 
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is not permitted to share in com- 
pany planning. And we are one 
step further removed from the 
source of that thinking than he is. 

Now, we all know how wrong 
that is. But as advertising con- 
tinues to grow in stature, this will 
ye changed. The advertising man- 
ger will sit in on management 
councils more often. His position 
vill be accorded the importance it 
leserves. But that is some day. 
Jur job is right now. 


a What can we do? 

As I have reread the Roper 
nterviews with the top decision 
makers of American industry, I 
ave been forcibly struck with a 
creat new sense of opportunity 
and responsibility for the advertis- 
ing agency. 

Reading between the lines in 
these interviews, it is evident to 
me that American business is al- 
most plaintively calling for help— 
help—help ... 


s Business today is groping for 
interpretations which give new 


point and purpose to its place in 
the scheme of things, new signi- 
ficance to its products and services; 
and a new ethical standing. 

These ideas are already percolat- 
ing in the minds of management. 
They are ingrained in the tradi- 
tions of many companies. The 
problem is to nail them down and 
give voice to them to employes, to 
stockholders, to consumers. 

I am not talking about institu- 
tional advertising in the ordinary 
sense. 

I am not referring to a “defense” 
of our so-called free enterprise 
system. 

I don’t mean that we should 
compete or in any way conflict 
with the public relations and la- 
bor relations programs which many 
of our clients presently employ. 


s I am talking about our obligation 
as advertising men to ally our- 
selves with the thoughtstream of 
management, then give back to 
management, with the gift of ex- 
pression which we are supposed 
to have, a clear-cut, ethical con- 


cept of what that business is all 
about 

—to absorb the spirit and objec- 
tives of management and make 
them understandable 

—to give purpose to enterprise 

—to give the businesses we serve 
a new motivating expression, re- 
lated to moral values and human 
welfare in a modern society. 


sw I think that all too often we, 
as advertising men, contrive to 
set up an artistic and professional 
barrier between our clients and 
ourselves. 

We come in with flip-over easels, 
slide films, movies and recordings. 
We have market statistics and 
consumer trends all done up in 
neat exhibits. We have comprehen- 
sive layouts, media analyses, well- 
reasoned copy themes and pre- 
tested premiums. But all too often, 
I think, we fail to bring with us 
a few simple ideas that reveal a 
deep-down understanding of the 
business and an almost evangelis- 
tic faith in it. 


If we don’t feel that way about 
a business we are serving, let’s 
have the guts to resign from it. 


ws Let’s demonstrate to manage- 
ment that we are interested in 
more than just making ads, pro- 
ducing radio and television pro- 
grams and collecting commissions. 

Let’s stop research that is done 
for effect and lip-service merchan- 
dising. 

Let’s look deeper for the spirit 
of enterprise, the attitude of serv- 
ice, the pride of accomplishment 
and the sense of social obliga- 
tion which constitutes the life 
blood of any business which is 
worth the name in America today. 

Then let’s translate it. 


s The tools for doing this are at 
our disposal and at ours only. 

The comptroller doesn’t have 
them. The company attorney 
doesn’t have them. The board of 
directors doesn’t have them. 

The concepts which emerge 
from this approach in themselves 

(Continued on next page) 


new experiences. 


mood. 


A Curtis Publication. 


Holiday's more than 800,000 families are 
America’s most responsive new market. 
Read this list of seven contributing factors: 


1. Holiday families are alert, intelligent . . . eager for 


Holiday families are community leaders. 
Holiday is read by all the family . . . equally inter- 
esting to men and women. 


Readers prize their copies, read and reread them 
for pleasure and reference. 


People read Holiday in a relaxed, responsive holiday 


Readers look to Holiday’s advertising pages for ideas 
... find there a wide variety of products and services. 


Holiday is “America’s Most Beautiful Magazine.” 


The most responsive new market 
today is exclusive with 


HOLIDAY 


REATIVE 


work faster, better... , 


when they follow this “th 


3-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 4] 


This remarkable 61i-page book 
James W. Young, Senior Pn > 
of J. Walter Thompson, is worth its 
weight in uranium to every man who 
must produce ideas. Gives you the 
positive 5-point program used by one e 
of the highest paid men in the agen } 
business, for developing ideas that sel ‘ 


Acclaimed as the biggest little book >, 
ever written for advertising men, now ; I 
in its fifth big printing. must for rh eR 


you if you are a creative man. 
on 10-day money-back guarantee. 
each in quantities of 10 or more. 


INSPIRATION FOR EVERY MAN| > 
IN THE AGENCY BUSINESS | |’ 
“The Diary of an Ad Man” | 


(The Jim Young Classic) 


A practical volume for the man wh * } 

is broadening his horizons in the ad 1 J 
vertising business. As Victor O 
Schwab says, “a book about busines 
which emits flash after flash of pene 
trating insight ... day by day guid 
ance - + pithy case-history experi \ 
ences . . . usable suggestions.” . . 1 | 
In all, 578 diary entries made during 
trying times, any one of which ma) 


$1.00 oe 
90c J}, _ 


suggest a solution to your current 
problems. $3.00 on 10-day money-back f 
guarantee. $2.70 each in quantities of { 
10 or more. 


GUIDANCE IN INDUSTRIAL | | 
ADVERTISING, MARKETING | | 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that | 
underlie the impressive success of 
McGraw-Hill? Here is the whole in i 
spiring and useful story, in the words | 
of the late James H. McGraw, Sr. 
with an introduction by G. D. Crain 
Jr., publisher of Industrial Marketi 
Advertising Age, etc. A basic — 
the library of every man who writes 
edits, sells, or promotes in the busi 
ness or industrial fields. $1.00 on 
10-day money-back guarantee. 90c each 
in quantities of 10 or more. 


HOW TO SET UP AND RUN le 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method 
for (1) getting new salesmen into high 
gear quickhy, (2) developing a uni- 
formly good performance pattern, (8) 
making each man pay off in higher 
average roduction. An _ easy-to-use 
program for sales managers who want 
more results starting now. $2.00 on 
10-day money-back guarantee. $1.80 
each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
more copies of these various books, 
it 5 clear that they are filling an important 
need in training p a e su t you 
start with a copy of the “‘5-Point Tecniaue a“ 
for each member of your creative staff. 


MAIL ORDER NOW 


Advertising Publications, Inc. 
100 E. Ohio 8t., Chicago 11 


Please send me books as ordered below. 
enclose remittance with the understandi 
that I may return books for full refun 
ten days if not delighted in every way. 
___. copies, “5-Point Technique 

for Producing Ideas’’................ $ 
copies, “‘Diary of an Ad Man’’..$ 


copies, ‘‘Teacher of Business’’..$ 


Bae 


____. copies, ‘‘Successful Sales 
”  ecileirtgrventiietemccneria — } 
Name. 
Company 
Address 
City. 
(Zone) 
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| Asks Improved 


' copy, but they give purpose and 


‘dealers a feeling of partnership. 


| crease our overhead. It only means 
@ That attitude of mind, that urge, 


‘thing above all others that will 


* and soul of a business can often go 


_ of comprehensive layouts. 


4 we overcome the block which man- 


Agency-Client 
Relationship 


(Continued from preceding page) 
are not necessarily advertising 


integrity to advertising; they give 
employes a sense of pride and 
security; they give distributors and 


They make sales, but their effects 
cannot be isolated and measured by 
Starch, Hooper, Nielsen, Barton, 
Gallup and Robinson or anybody 
else, any more than the spirit and 
character of a man can be dis- 
sected. 

This does not mean the addition 
of new services or new depart- 
ments. It does not necessarily in- 


a genuine urge on our part—and 
I mean genuine. 


is not commissionable. It has no 
starting time, or quitting time. 
But, in my opinion, it is the one 


overshadow the criticisms that are 
leveled at us. 

One well written trade paper ad 
or mailing piece that really ex- 
presses for management the heart 


farther to improve our manage- 
ment relations than a roomful 


Only through self-starting meth- 
ods like these which get on man- 
agement’s side of the fence, can 


agement has unwittingly set up in 
those cases where it has delegated 
too little authority to the adver- 
tising manager. Only by this view- 
point can we convince advertisers 
that we have more than super- 
ficial interest in their business. 
It is not easy. 


@ On every side and in some of 
our daily contacts we are exposed 
to petty jealousies, suspicious, 
selfish tactics, unreasonable de- 
mands and small-minded criti- 
cisms. This is not easy to take. It 
can easily sidetrack, dilute or 
frustrate a purposeful effort. It 
often takes the highest moral cour- 
age to stand up under it. But if 
we believe in what we are doing, 
and are honest about it, every time 
we let such things stop us we are 
letting the advertising business 
down. Every time we shake our- 
selves mentally and go back to 
work with renewed confidence and 
courage we are strengthening the 
muscles of the advertising busi- 
ness and adding to its stature. 
The things that the top executive 
is really trying to do to his busi- 
ness are known to his secretary, 
to his executive committee, to his 
board of directors, to his banker, 
usually to his wife and often to 


his barber—but many times not 
to his advertising agency. 

Far too often we are merely 
a guy called Joe—a technician, a 
fellow who is clever with words— 
a vehicle to be employed after all 
the real decisions have been made. 


ws We ourselves must correct that 
situation. It is in the concept and 
the planning that we can make our 
greatest contributions. And it is 
only from the concept and the 
planning that real advertising 
gets its conviction and its breath 
of life. 

As a practical suggestion, sup- 
pose we do this: 

Suppose we ask each of our key 
people to write a summary of man- 
agement planning on each of his 
accounts. 

When these memos come back 
to us I think we may be surprised 
how largely they deal with routine 
matters and fragmentary policies 
and how little they reflect the heart 
beat of the front office. 

This would not be the fault of 
our account executives; it would 


be the fault of the behavior of our 
business as a whole and the fault 
of managements which have yet to 
learn the contribution we are cap- 
able of making. 

In a sense we have accepted the 
status of riding on the coattails of 
business. 

We ourselves have manifested 
insecurity by an _ over-solicitous 
manner. 

We have been all too willing to 
put ourselves a step below business. 


® Today, business is in a crisis, or 
an approaching crisis as the result 
of a great social trend that to a 
large extent has already engulfed 
western Europe and is moving our 
way. 

During the war we proved our 
idealism in the sale of war bonds, 
in the recruiting of nurses and 
merchant seamen, in planting vic- 
tory gardens, in serving the blood 
banks, in the collection of scrap, 
and in countless other ways. Since 
the war we have done it with the 
Freedom Train, in stopping ac- 
cidents, in explaining our Amer- 


ican economic system, in promot- 
ing packages for CARE and in 
many other projects. 

Now we are faced with condi- 
tions that almost call for a town 
hall meeting between the business 
of America and the advertising 
brains of America that does away 
with thick walls, plate glass and 
mahogany tables and gets down to 
cases on a human basis of mutual 
confidence and understanding. 


@ There are only about 25,000 
people iin the entire advertising 
agency business, counting all the 
clerical help, and they are far 
above the average level of in- 
telligence. 

Never before was there so com- 
pact a group to inculcate with a 
common purpose, a common spirit 
of service, a common sense of con- 
fidence. Let’s stop climbing over 
each other and elbowing each other 
out of the way and get together on 
these common objectives that af- 
fect us all. 

Often, I think, the high purpose 
of talented advertising men is lost 
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in the glare of their own brilliance. 
Let’s get our stimulation from the 
driving need of business rather 
than from creative egotism and ex- 
hibitionism. 

Let’s not be just star salesmen. 
Lets act as though we belonged 
on the board of directors. 


® Again I say our time for action 
has arrived. It is the time of all 
times to wash out, wring out and 
dry out the criticism of our 
profession. 

It has been amply demonstrated 
that advertising as such holds an 
important and ethical place in 
American business. Now let’s act 
the part. 

This calls for sense of confidence 
in our own adulthood. 

It calls for pulling things out of 
our hearts rather than taking them 
off the tops of our heads. 

It calls for an earnest and deter- 
mined quality of wheels rolling 
over the prairie. 

Let’s stop hemming and hawing. 
Let’s look business in the eye, be- 
cause we know damned well it 


PUT THESE SHOPPERS BACK 
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WASHING) 


PHOTO ENGRAVING COMPAN 


@ You put 57.5% of Baltimore's 343,- 
654* City Zone families back into your 
selling picture with The News-Post . . . the 
paper that goes home with more Balfti- 
moreans than any other daily newspaper 
— 197,666 families every evening. (Total 
Net Paid 226,464.) 

@ While retail stores in Baltimore were 
ringing up a new record of over 1-1/5 
billion dollars in retail sales** during 
1947, The News-Post reached a new 


peak of more than 10,000,000 lines of 
retail advertising. 

@ Full sales volume comes only with full 
coverage. And for full coverage Balti- 
more’s merchants are using The News- 
Post more than ever before—because it’s 
the favorite paper with more than half 
of Baltimore’s families every day. 


*ABC City Zone based on Bureau of Census— 1947 Report for 
Baltimore Metropolitan District 


**Sales Management Survey of Buying Power, 1948 


To bring your Baltimore sales up to par bring 
your Baltimore market information up-to-date. 


First in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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-an’t get along without us. 

Let’s preserve and increase our 
-kills—even our glibness and our 
leverness—but with a deeper 
ense of responsibility. 

Let’s do our part in giving to 
business an ethical foundation 
without which no system of eco- 
nomics can long prevail. 

In doing this we will be serving 
business, serving ourselves and 
serving America. 

+ om *” 

Too many people today say we 
are getting by with as little as pos- 
sible to earn our 15%. 

I hope to see the day when some 
client calls in his advertising man- 
ager and says, “Do you mean to 
tell me that all we are paying 
those fellows is 15%?” 

Then, ladies and gentlemen, we 
shall have arrived. 


Roman Meal Offers Dish Mat 


Radio time on six stations of the 
Far West has been taken by Roman 
Meal Co., Tacoma, Wash., to pro- 
mote its offer of a hot dish mat 
premium for 25¢. The premium is 
the first offered by the manufac- 
turers of Roman Meal, hot cereal 


distributed through grocery stores 
for more than a generation. Radio 
time supplements continued small- 
space newspaper copy. Stations 
used are KNX, Hollywood; KQW, 
San Francisco; KOA, Denver; 
KPOJ, Portland; KOMO, Seattle, 
and KREM, Spokane. Milne-Hef- 
fernan, Seattle, is the agency. 


Two Leave Packard-Bell 


Howard D. Thomas Jr. has re- 
signed as executive vice-president 
and general manager of Packard- 
Bell Co., Los Angeles, manufac- 
turer of radios, radio-phonographs, 
television and home-recording in- 
struments. His future plans have 
not been announced. W. Lowell 
Wood has resigned as director of 
sales of the company to go into 
business for himself. William H. 
Cies, sales manager, has become 
director of sales of Packard-Bell. 


Two Join McKinney Agency 

John E. Dineen, formerly with 
Philadelphia Record and Ward 
Wheelock Co., has been named di- 
rector of research and copy chief 
of Harris D. McKinney Organiza- 
tion, Philadelphia. Joseph W. Kor- 
ninsky has joined the agency as art 
director. 


lst California 


Apparel Group 
Ad Drive Set 


Los ANGELES—Featuring the 
theme, “Something wonderful hap- 
pens when you wear clothes from 
California,” the California Apparel 
Creators, a group of southern Cal- 
ifornia apparel manufacturers, 
will sponsor a national advertis- 
ing campaign in magazines and 
trade papers, supported by a vig- 
orous sales promotion drive, from 
January through June, 1949. 

The group is currently using 
trade papers and direct mail to 
support market week events. 

The national campaign has three 
announced objectives: 

“1. Help maintain and build 
dealer interest in fashions by the 
California Apparel Creators. 


“2. Help build consumer accep- | 
tance and demand for fashions | 


|'dealers and consumers will seek 


created by the California Apparel 
Creators. 

“3. Do a specific merchandising 
job for members of California Ap- 
parel Creators with established 
outlets—and with new dealers, 
too.” 


ws The magazine schedule includes 
six insertions in each of the fol- 
lowing: The Californian, Glamour, 
Holiday, Mademoiselle, and Seven- 
teen. Each publication will get 
five half-column black-and-white 
ads and one full-page color inser- 
tion. Ads will not be purely in- 
stitutional. Intention is to spot- 
light specific fashions so both 


them out. 

All ads will carry coupons to 
induce consumers to write for a 
folder featuring advance spring 
fashions. Two folders will be 
available. The first will be dis- 
tributed during January, Febru- 
ary and March; the second during 
April, May and June. Each mem- 
ber of the group will be repre- 
sented in the folders with one insert 


INTO THE PICTURE TO 


BALTIMORE 


carrying one style, his label, his 
name and address. 

Inserts will direct consumers to 
their local specialty and depart- 
ment stores for specific fashions. 
In the event a specific fashion 
cannot be located, it will be sug- 
gested they write the manufac- 
turer direct for the name of their 
nearest store. 

Store cooperation will be sought 
through dealer promotion kits. 
Before the spring market week in 
California, every important de- 
partment and specialty store in 
the country will receive an elab- 
orate kit. It will contain complete 
details of the national advertising 
campaign, reprints of all ads and 
a sample of the consumer folder. 


ws Trade paper ads are scheduled 
in Apparel Arts, Boy’s Outfitter, 
California Apparel News, Calif- 


ornia Men’s Stylist, California 
Stylist, Men’s Reporter, Men’s 
Wear, Women’s Reporter, and 


Women’s Wear Daily. 
David Hillman, Inc., Hollywood, 
handles the account. 


‘A La Carte’ to Bow 


The Louisiana Restaurant Asso- 
ciation, New Orleans, will launch 
a new monthly publication, A La 
Carte, starting Oct. 26. The new 
publication will stress the impor- 
tance of sanitation in restaurants, 
the improvement of siandards in 
the trade, and the betterment of 
the restaurant business in general. 
The circulation will be 2,500. 
Prince A. Jones is editor. 


ABC Signs Revere Camera 


Revere Camera Co., Chicago, 
through Roche, Williams & Cleary, 
Chicago, has signed to sponsor the 
new “Jo Stafford Show” over ABC 
starting Nov. 11. The program will 
be heard Thursdays from 7:30- 
7:55 p.m., CST. 


If you’re bent on Sales Prospecting 
.. . you'll find the hills grow pretty 
tall in the ASHEVILLE MARKET... 
and gold in the form of increased 
sales is there for you, too... only 
the method of digging them up is a 
little different. For instance: 
FOOD SALES INCREASED 48% in 


the ASHEVILLE MARKET in 1947. 
TOTAL RETAIL 


SALES were ... .$242,605,000* 
GROSS BUYING 
| ee $407,840,000* 


Regular advertising in The Asheville 
Citizen and The Asheville Times is 
the way to “Come and Get It” in the 
rich 20-county Asheville Market. No 
other newspaper or combination of 
newspapers can give you the cover- 
age you get from the 51,115** com- 
bined circulation of the Citizen- 
Times. 

For Route Lists, Trade Information, 
Surveys and Market Data, Write, 
Wire, or Call: 

ROY PHILIPS 
Director of Advertising 
Representatives: The KATZ Agency 
*Sales Management Estimate for 

1947 


** ABC 9-30-47 
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- Livingston Joins Reimers 


Rita Livingston, formerly on the 
promotion staff of Conde Nast 
Publications, New York, has joined 
the fashion staff of the Carl Reim- 
ers Co., New York. 


To Wheeler-Kight-Gainey 
Richard G. Mackey has been ap- 
pointed an account executive of 
Wheeler-Kight-Gainey, Inc., Co- 
lumbus, O. 


. Cepy That SELLS! 


Don't fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells... 
and fast! 


Box 7155, Advertising Age 
100 E. Ohio St., Chicago 11, Hil. 


Bailey Appoints Two 

Ruth Elder, formerly aviation 
columnist for the San Diego Daily 
Journal, has joined Alanson Q. 
Bailey Advertising, San Diego, 
Cal., as an account executive. El- 
liott Curtiss, formerly Chilton Co. 
editor and NAM publicist, also has 
been named an account executive 
and has formed a radio and televi- 
sion production unit for the agency. 
The unit, known as Elliott Curtiss 
Productions, will produce both live 
and recorded shows for both local 
and national distribution. 


Two Quit ‘Esquire’ Post 

Huston D. Crippen, manager of 
the Philadelphia office of Esquire, 
and his associate, William E. 
Hoover, have resigned from 
Esquire, Inc. 


SERVICE 


. BINDERY CO.,, Inc. 
$UPerior?#5105 


PORTFOLIOS * MOUNTING 
DIE-CUTTING * EASELING 
PAPER and BOARD LINING | 


360 BAST 


for 


Write 


GRAND AVE., CHICAGO 


FREE folder 


Oct. 20-23. Printing Industry of 
America, annual convention, Edge- 
water Beach Hotel, Chicago. 

Oct. 25-26. Boston Conference 
on Distribution, 20th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 25-27. Association of Na- 
tional Advertisers, annual conven- 
tion, Waldorf-Astoria, New York. 

Oct. 27-29. Association of Cana- 
dian Advertisers, 34th annual 
meeting, Royal York Hotel, Tor- 
onto. - 

Nov. 8-10. Southern Newspaper 
Publishers Association, annual con- 
vention, Soreno Hotel, St. Peters- 
burg, Fla. 

Nov. 15-20. Outdoor Advertising 
Association of America, 53rd an- 
nual convention, Hotel Peabody, 
Memphis. 

Nov. 19-21. National Editorial 
Association, Newspaper Advertis- 


Bureau, fall meeting, Edgewater 
Beach Hotel, Chicago. 

Nov. 29-Dec 2. Financial Public 
Relations Association, 33rd annual 
convention, Hollywood Beach, Fla. 

Jan. 23-26. Advertising Asso- 
ciation of the West, mid-winter 
conference, Santa Barbara, Cal. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 


MclIntosh to ‘U. S. Camera’ 

Douglas B. McIntosh, recently 
with Isaac Goldmann Printing Co., 
New York, has been named exec- 
utive vice-president and advertis- 
ing director of U. S. Camera, New 
York. He was advertising director 
of Popular Photography from 
1939-42 and later, general manager 
of Henry Publishing Co., publisher 
of Skyway. 


Tanis Establishes Agency 


Thomas P. Tanis, formerly with 
N. W. Ayer & Son and more re- 
cently with Neal.D. Ivey Co., ha: 
opened his own advertising agency. 
Tanis Co., with offices at 1420 Wal- 
nut St., Philadelphia. 


ing Service and Weekly Newspaper 


a” 


PE OLLI OE —— 
es Sie a ae 


Approximately one billion dollars in cotton crop money 
is pouring into Memphis and the MidSouth as the De- 
partment of Agriculture's 1948 forecast of 15,219,000 
bales is being realized. 
This greatest influx of cotton crop money the MidSouth 
has ever enjoyed, added to income from other crops 
in the diversified farm program followed so widely in 
the MidSouth today, plus the tremendous number of 
new industries which have moved into Memphis during 
the past two and one-half years, means more money 
for farm machinery, clothing, food, automobiles, elec- 
trical appliances and everything else. 
In view of this mounting sales expectancy in a market 
already rich, the advertiser can look for even greater 
returns on dollars invested in Memphis’ two great mag 
newspapers. | 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


fe f 
NAB LEADERS—Judge Justin Miller, NA: 
president, chats with Clyde W. Rember: 


general manager, KRLD, Dallas, chairma: Bu 
of the 13th District NAB meeting i» nu 
Fort Worth. Na 
f a Fe dol 
100 Stations Join i. 
Co-op Plan to Make ma 
a anr 
Transcribed Shows Tue 
HoLtywoop—Formation of a t 1 
“Cooperative Program Syndication | 
Plan” with some 100 radio station J... 
members has been announced by be 
Bruce Eells & Associates. Sub- ao 
scribing stations have pledged yon 
$214,000 on an annual basis, with al 
which the Eells organization wil! th 
produce weekly transcribed pro- . 
grams on a cost-plus-15% basis. sM 
Each station will have exclusive vot 
rights to the programs in its mar- ment 
ket, and can set its own price to vert! 
sponsors. The plan operates on a ley ] 
subscription basis only. Individual port 
cost is a weekly sum equal to the C. F: 
station’s national Class-A, quarter- D on 
hour rate. Eells is limited to a 15% the I 
fee on the total money collected. Rowl 
There being no need for sales, versal 
promotion or distribution expen- analy 
ditures, the 85% will be spent only study 
for talent and production. Unused i Koga) 
funds will be credited to stations yow, 
or returned. Type and length off ;. con 
programs will be governed by sub- Mor 
scriptions as of Nov. 1, and recom-¥ pe 
mendations of member stations. AB} throu, 
subscriptions increase, additionaf§ dising 
programming will be furnished. ing de 
case h 
s According to Eells, it is expected Ameri, 
that within the next six month Sanita: 
some 500 stations will be signe(f report 
As examples of stations signed he& Blac 
lis®& KOMA, Oklahoma City f¥*The — 
KABC, San Antonio; WDSU, New Design. 
Orleans; WADI, Birmingham 
WRNC, Richmond; CJOB, Winni-a “Eva 
peg; KIOA, Des Moines; WSA/M will be 
Cincinnati; KJR, Seattle; WJJDBby Go 
Chicago. Mills, I 
It is estimated that with 500%. D. & 
stations, a weekly fund of $20,00%M%Corcora 
would be available for productionf# Henry 
Currently, approximately $4,300 ifMsubjects 
pledged for weekly productiongng radi: 
Tentatively, a ceiling of $2,000 peqgtion of 
week has been set on any on@'ique fe 
transcribed series. Current plang§{displays. 
call for delivery of the first pr ae T 
igges, 


grams on or before Dec. 15. 


Issues ‘Costa Rica Star’ 


Costa Rica Star Publishin: © 
San Jose, Costa Rica, began pv 
lication, with the October is: ue, ° 
the Costa Rica Star, a month 
magazine. The first issue a pea 
in English, but plans have beél 
made for publication of subs que? 
issues in English and §S) ans 
Dudley W. Anderson is ad erts 
ing manager. 


Walker Extends PR Serv 


Extension to Europe, Afri 2‘ 
the Far East of overseas p! » 
and public relations facilit ° 
U. S. manufacturers has be ! 
nounced by John B. Walker *‘ 
sociates, New York, intern 0 
public relations firm. — 
hitherto has_ specialized 
Latin American field. 


Appoints Hartman 


The Passonno Hutcheo ‘ 
Cleveland, maker of Olo pa” 
and varnishes and prodt 
Thuro-Sele, self-sealing, 
proofing liquid wall paint, 
pointed the L. H. Hartm 
New York, to handle its 


tising. 
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tion HM to a dramatized presentation of 
tion “Television Today and Tomor- 
_ by row.” Although media _ trends 
ub- MH and measurements will be only 
iged one of several major session 
with ME themes, it promises to be one of 
Will @ the most controversial. 

pro- 

as. s Monday morning will be de- 
si 


nar- H members; “The New Look in Ad- 
e 10 vertising Management” by Har- 
on 2 ley E. Noyes, Oneida, Ltd.; a re- 
dual port on retail trends by Arthur 
> the c. Fatt, Grey Advertising Agency; 
rter- “Does Advertising Compound 
15% @ the Business Cycle?” by Dean G. 
ed. Rowland Collins of New York Uni- 
sales, versity’s School of Business, and 
cpen- @ analysis of an ANA appropriation 
only study by W. B. Potter, Eastman 
nusec BM Kodak, chairman of the study, and 
ations Howard Seward of the ANA, who 
th of is conducting it. 
r sub- Monday afternoon’s theme will 
scom-M be “The Advertising Follow- 
ns. AM through”—inecluding “merchan- 
tiona §§ dising the advertising” and “help- 
hed. ing dealers sell.” It will include 
case histories of General Electric, 
pectes Amertcan Radiator & Standard 
nonthsy Sanitary and Sheaffer Pen, and a 
signe report by George A. Percy, Bauer 
ned hei & Black, of findings in a study on 
City “The Practical Side of Display 
J, New Design.” 
ghan 
Winnie “Evaluating Your Advertising” 
WSAI will be discussed Tuesday morning 
WJJDM by Gordon Hughes of General 
Mills; Don Atkinson of Wildroot, 
th 50H. D. Everett of Ford motor, Leo 
$20,008 Corcoran of the Hoover Co., and 
juctionf/#Henry Schachte of Borden. The 
4,300 ig™subjects will range from “measur- 
juctionf ng radio effectiveness in the selec- 
000 pemmtion of audience” to a new tech- 
ny oné nique for evaluating point-of-sale 
t 1 plans displays. 
rst prog On Tuesday afternoon, I. W. 
| Digges, general counsel to ANA, 
will speak on legislative trends af- 
, fecting advertising—among them 
ing Co the new trademark law. 
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ANA to Measure 
New Yardsticks 
at N. Y. Meeting 


New York—“Cutting through the 
Confusion of Present Media Meas- 
urements” will be discussed by 
Ralph Starr Butler, retired vice- 
president of General Foods Corp., 
and long a director of Audit 
Bureau of Circulations, at the an- 
rual meeting of Association of 
National Advertisers at the Wal- 
dorf-Astoria, New York, Oct. 25- 
27. 

Plans for launching a new ANA 
magazine audience study will be 
announced at the same session, 
Tuesday afternoon, Oct. 28. 

Tuesday evening—at CBS Thea; 
ter No. 4—will be devoted entirely 


ve voted to 1949 budget plans of 


® The first two days will be for 
members only. Theme of the “open 
y,’ Wednesday, is “The New Di- 
mensions of Advertising.” This 
horring session will include a 
lue't, Peabody film on the enter- 
tise of the people of Buchanan, 
a; reports by military, Forest 
perv ce, Office of Education and 
AR® leaders on public service 
hve tising, with parallel reports 


" iam © ding advertisers on how such 
— * ising “pays off” for them, 
n 


presentation of the program 


ion © ONomic education, to be 
amc ed across the country in 
, tMmove: \ber, 


In he afternoon Fortune will 
ese: * findings in a survey on the 
‘ono ie outlook for 1949, and 
Adv: tising’s Job Today” will be 
ttlin 4 from the viewpoints of 
‘aha; ment, the advertising man- 
eer, | e agency and “a leading cit- 
fen o: the nation.” 

or he banquet session, Wed- 


fSday evening, the Washington 


Post is assembling a panel of news 
analysts from the United States 
and Europe to draw “The Inter- 
national Picture—and What It 
Means to American Business.” 


KFI-TV on Air: 


Regional Tie Seen 


Los ANGELES—KFI-TV went on 
a regular programming basis last 
week with a three-hour live show 
to mark the event. The station will 
program Wednesday through Sun- 
day for an average of 12 hours a 
week, doubling its schedule from 
the six hours of weekly program- 
ming begun in August. 

As a starter, the station has 
three program sponsors. One, the 
“Hoffman Huddle” featuring Tom 
Harmon in football predictions, 
was a part of the opening show. 

Also sponsored are the Los An- 
geles Rams football games, by the 
Union Oil Co., and a “Television 
Talent Test” by Packard-Bell Co. 

KFI is the NBC AM outlet in 
Los Angeles, but with the network 


building its own station here, it! Avondale Names Russell! 


will operate independently in the | 


thought to making an affiliation 

which will probably be regional. 
He stated specifically that there 

is a good possibility of making a 


Edward Russell Jr., 

television field. Looking toward | with Bates 

the future, William B. Ryan, gen- | York, has been yy oven o + lls, = ¥iblshers' Ke, 
ising manager o vondale Mills, | = 

eral manager, says there is some | ar Tek. Aves Denke. tare : 

merly with McCall Corp., 

York, has been appointed fashion 

coordinator of Avondale. 


formerly 


Fabrics, Inc., New 


New | 


| 7G: fac SS SK 


terneeannege 


i 


STRADE AND CONSUMER PUBLICATIONSS 
eae EMPIKE STATE BUILDING 5 
-ENEW YORK =~ LONGACRE 4.66342 


cooperative arrangement with a 
San Francisco station. Also visual- 
ized is a voluntary tie-up among 
local stations up and down the | 
coast. 


Ralph Seely Named V. P. 
Ralph W. Seely has been ap- | 
pointed vice-president in charge | 
of sales in Los Angeles for the 
Consolidated Western Steel Corp. 
He replaces Francis S. Howard, |§ 
who is now division vice-president | 
of the southern sales division of | 
Columbia Steel Co. 


Kester Appoints Raden 

Paul Raden has been named | 
vice-president of William Kester | 
& Co., Hollywood. He was formerly 
vice-president in charge of motion | 
pictures for Buchanan & Co. 


YES, PRINTING INK SELLS. On the pages of mil- 


lions of magazines... . 


posters . 


.. your printed message can reach every corner 


of your markets. 


Psychologists have proved that people find 


it easiest to remember what they 


in newspapers... 


. in catalogs, booklets, and brochures 


Drug 


& Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion | 


on 


see. And printed advertising in natural color 


provides the on/y medium where your customer 


can see—and remember—your product as it 


really looks. 


To make your advertising more effective, use 


more color. Tell your story in printing ink— 


your best salesman! 
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Congress May Close Many 
Government Printing Plants 

WASHINGTON—Congress is try- 
ing to get a better grip on the 
government’s immense publishing 
operation. 

Since early war years, when 
government publishing mush- 
roomed into an important prob- 
lem, appropriations committees 
have tried desperately to limit 
the sums available for printing 
and mailing. 

But controls frequently broke 
down as various agencies secured 


By STANLEY E. COHEN, Washington Editor. 


mimeograph, Vari-Type and even 
letterpress equipment to sup- 
plement the $55,000,000-a-year 
output of the Government Print- 
ing Office. 

Under a new order effective 
next January 1, the congressional 
joint committee on printing takes 
jurisdiction over some 387 “pri- 
vate” government printing plants, 
operated here and abroad. 

No one has any idea how many, 
if any, of these plants will be 
closed; in any event none will 
continue until its activities are 
fully understood by the congres- 


DIRECT SELLING IS BIG BUSINESS — A 2 BILLION DOLLAR MARKET 


Wh © advertises 


in SPECIALTY SALESMAN? | 


Stark Nurseries 


Geo. Master Gar- 
ment Co. Work Clothing 


These are usta few com anies usi 
iredt Selling methods ” 


Shrubs G Trees 6,000,000 
Fashion Frocks, Inc. Women’s Dresses 3,500,000 


1,850,000 


EST. 
NAME OF CO. PRODUCTS VOLUME 
Fyr-Fyter Company Extinguishers $1,750,000 
Knapp Brothers,inc. Adult Shoes 2,800,000 
4.6. Simpean, tne, Monte Geee = ue | = Pleat in the Pield 


The oldest sales publication 
with the largest readership 
in the Direct Selling Field 


Helps manufacturers to bigger sales 


because it helps readers to bigger incomes 
SPECIALTY SALESMAN gives you the world’s largest sales force—the top salespeople 


in the field of direct selling. 


lt has an iron grip on its readers because they use 


SPECIALTY SALESMAN as their manual and guide to bigger incomes. They study the 


advertising for lines they want to sell. 


SPECIALTY SALESMAN founded and solely 


sponsored the nation-wide Direct Selling Legion. Find out if your product is suited to 


: Direct Selling. Write for booklet ‘The Quickest Way to National 
|| Sales’’. Tells all you want to know about Direct Selling field. 


FA 


SOFT COAL 


at an all-time high. 


HARD FACTS ABOUT 


More than half of the nation’s soft coal is mined 
in the counties of Western Pennsylvania, Eastern 
Ohio, West Virginia and Virginia served by WWVA. 
This means that with this one station, with one 


cost and one billing, you can deliver your advertis- 
ing message to the people who make coal mining 
a great industry — and whose payroll dollars are 


Contact Your Nearest 
EDWARD PETRY Man Today! 


$0,000 WATTS =" 
EDWARD PETRY & CO 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA | 


DOLLARS ) 


sional “watchdogs.” 
ses 


Hold on to your hat. You are 
finally going to get some returns 
from the 1947 Census of Manu- 
factures. Since January, Census 
Bureau has been tracking down 
and punching IBM cards for ap- 
proximately 275,000 firms, in 
about 200 different industry classi- 
fications. By early next month the 
first of the preliminary industry 
tabulations will be issued. In all, 
there will be preliminary tabula- 
tions for about 50 industries before 
Census turns early next year to a 
more significant series—the com- 
plete details for each of the 200 
industries. 

Incidentally, Census Bureau is 
well along on preliminary work 
for the Census of Business, to be 
taken early next year. Question 
“schedules” have been forwarded 
to the printer. Next step is the 
hiring and training of enumerators. 
se ¢ 


Summer’s over, the Supreme 
Coart is back in session and con- 
gressional committees are lining 
up post-election activities. Begin- 
ning Nov. 9, a Senate subcommit- 
tee under Sen. Homer Capehart 
(R., Ind.) takes up proposals to 
“clarify” the anti-trust laws. On 
Nov. 15, a Senate judiciary sub- 
committee under Sen. Forrest Don- 
nell (R., Mo.) considers legislation 
annulling the Supreme Court’s 
“overtime on overtime” decision. 
And shortly afterwards, another 
Senate judiciary subcommittee 
under Sen. Alexander Wiley (R., 
Wis.) looks over amendments 
strengthening the Lanham Trade- 
mark Act. Senator Wiley may not 


be around when Lanham Act 
amendments reach the Senate 
floor. It’s widely reported that he 
may be appointed to the federal 
bench, or ambassador to Norway, 
in the event of a Republican vic- 


tory. 
**+ 


Remember when Ipana ads were 
warning against the consequences 
of “soft, well cooked, non-fibrous 
foods” which make up the modern 
American diet? According to FTC 
Trial Examiner Frank Hier, there 
was nothing to it. Your gums can 
be healthy even though you don’t 
use Ipana, or take to gnawing steak 
bones. Recommending a cease and 
desist order outlawing Ipana’s 
“pink toothbrush” copy, he says 
“the preponderant weight of quali- 
fied dental opinion based on clini- 
cal experience is. ..that it is im- 
material to gum health whether 
the diet is soft or coarse.” The 
finding is subject to further re- 
view by the five FTC commission- 
ers. . 

** # 


Members of the American 
Trucking Associations assembled 
here during the week must have 
rejoiced to read that railroads are 
upping their latest rate increase 
proposals from 8% requested Oct. 
1 to 13%. Truckers are already 
prospering as a result of rail- 
road rate increases and have en- 
joyed a comfortable $2,500,000,000 
volume in 1947, surprisingly good 
in relation to railroad freight reve- 
nues which amounted to slightly 
over $7,000,000,000. 


* * * 


Proprietary Association of 


Advertising Age, October 18, 1948 


America begins “shooting” Mon- 
day on a 10-minute color film 
which it hopes to place in theater: 
throughout the country. Titled “We 
Walk With Lincoln,” the Prop- 
rietary Association venture give: 
a factual picture of the work don« 
by Food and Drug, Public Healt! 
and other federal agencies to pro 
tect the national health, plus ap 
propriate information about re. 
search activities of private indus- 
try. The National Association c! 
Home Builders is also hoping to 
get a privately produced film int» 
the theaters. The builders’ film, 
authorized at a directors’ meetir g 
last week, will attempt to drive 
home “the fact that present day 
home building methods are 
streamlined, and highly efficient, 
and that only established, skilled 
and dependable builders should 
be employed.” 

‘ se ¢ 


Don’t let anyone tell you he 
knows what FCC will do about 
television. No one knows; and the 
big fear at the moment is that 
even while doing nothing, FCC 
will do the infant industry harm. 
Best bet at the moment is that 
ultra high frequency monochrome 
—channels not currently available 
—will be along in considerably 
fewer than the five years previ- 
ously mentioned in industry dis- 
cussions. But FCC Chairman 
Wayne Coy sticks to his statement 
that television is a “safe” buy for 
those who want it now. In other 
words, today’s television sets will 
continue to receive something, or 
be adjustable to whatever new ar- 


rangements FCC adopts. 
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“Hey, The American Girl Arrives Today!” 
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The American Girl Magazine is going into 
more homes, reaching more girls, and sell- 
ing more merchandise than ever before. 


In the first eight months of this year, 
The American Girl showed an average 
net paid circulation increase of 67,735 


.. a gain of 15.8% over the same period 


last year. This, plus an increase in ad- 
vertising linage of 35.9%. 


Alert advertisers are taking full advan- 
tage of the rich, ever-expanding market 
tapped by The American Girl . . . defi- 
nitely the fastest-growing teen-age girls’ 
magazine in the field today! 


MAGAZINE 


Sbrerican Ged 


155 East 44th Street, New York 
Published by the Girl Scouts of the U.S. A.—for all girls 


Guaranteed Average Net Paid ABC circulation—450,000 + Now delivering over 500,000 
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Sets Editors’ Institute ot ; 
The second annual industrial || ‘“*"°* ,, Western Food Processing? 
ood = a. > wests ERN PACKING} NEWS SERVICE 
rgia, wi e he ov. 4-6. st. covers uction 
John Herbert Van Deventer, direc- || Dutton, fo, Co, ee ree 
tor of information for the Com- || Subscription $5 yearly. Semple on request. 


mittee for Economic Development, || Publishers: % D. McFadden News Bureau 
Washington, will be the principal || 7,2; wen, Sredine move Sor 


speaker. 


338,000 WEARERS OF THIS EMBLEM 
Read ONE Magazine Every Month 


—and they are quality buyers, too, as the average annual income of members 
of LIONS INTERNATIONAL is in the $5,600 - $6,500 bracket. THE LION 
is their official publication, read by every member of this great service club in 


r if f more than 6,200 communities in every state and territory of the U.S. and 

Canada. LIONS are business and community leaders who live well, play hard, 
NBC AT SUN VALLEY—Among the several hundred delegates nister, WWJ, Detroit; Walter C. Bridges, WEBC, Duluth; Walter spend well. Average age, 43. For detailed information, including survey of 
and affiliate representatives at the NBC convention in Sun Valley J. Damm, WTMJ, Milwaukee; J. F. Baudino, KDKA, Pittsburgh, the rich LIONS’ market, write for brochure: 


were (left to right): S. F. Fox, KDYL, Salt Lake City; Harry Ban- and John J. Gillin Jr. WOW, Omaha. 


Good Luck Pushes 
Pie Crust Mix in 


Magazine Series 


ROCHESTER, N. Y.—Good Luck 
Food Co. served notice last week 
that, although its Good Luck pie 
crust mix is a comparative new- 
comer on the national scene, it will 
be battling with other leaders this 
fall for a high sales rating in the 
expanding food field. 

The company, a subsidiary of R. 
T. French Co., maker of French’s 
mustard and other food products, 
claims that its Good Luck brand 
has for many years been the domi- 
nant pie crust mix throughout New 
England. National advertising in 
women’s magazines, using full- 
color pages in a heavy schedule, 
was started last March in Good 
lousekeeping, Ladies’ Home Jour- 
mal, McCall’s and Woman’s Day. 

lthough its 1949 schedule is yet 
0 be disclosed, the producer may 
»e expected to continue extensive 
romotion of the line. 

The present Good Luck line in- 
ludes the pie crust mix and three 
eparate pie fillings—lemon, but- 
erscotch and chocolate. 

Magazine copy, prepared by J. 
Valter Thompson Co., New York, 
eatures illustrations of appetizing 
pies. A typical headline: “For ten- 
ler light-as-air pie crust every 
ime.” The pie crust mix is pro- 
ioted alone and also in combina- 
ion with one of the pie fillings. 

The Good Luck line is merchan- 
ised by Atlantis Sales Corp., with 
headquarters here. Atlantis also 
andles French’s products, Col- 

an’s mustard and other products. 


aps Newspaper Drive 

Victor Adding Machine Co., Chi- 
ago, will use seven 250-line in- 
ttions during October and No- 
ember in newspapers in 21 major 
tes where direct factory branches 
re located. Emphasis will con- 
nue to be placed on two new, 
Ww priced models. Dealers are 
‘ing asked to tie in their local 
‘Wspaper advertising with the 
er-all campaign. The ads will 
HItry the line: “As advertised in 
he Saturday Evening Post, Time 
id Business Week.” John W. 


haw Advertising, Chicago, is the 
Ben ( 


1aw Appoints Dudley 


Mil red B. Dudley, formerly 
ith ‘tation WDWS, Champaign, 
Joon Blair & Co., Chicago, and 
aio.) KTRH, Houston, has been 
bol ed radio time buyer of John 
Show Advertising, Chicago. E. 
| Co yn, account executive, has 
*n r med to serve as a rotating 
emb: of the board of directors 
"thc ensuing six months repre- 
‘tin the agency’s minority 
ckh ders. Robert Jacoby, treas- 
*f, | s been made a permanent 
mbe of the board. 


Poi 's Howard Cook 


low d S. Cook, formerly ad- 
Sin: director of Aer-a-sol di- 
“n¢ Bridgeport Brass Co., has 
ied ‘ ‘rmsbee, Moore & Gilbert, 
“ord Conn., as account execu- 


THE LION MAGAZINE 


AFA Appoints Dundas mittee for the Advertising Federa- Room 359, 332 S$. Michigan Ave., Chicago 4, Ill. 

Robert Dundas, vice-president | tion of America’s 1949 convention. sine o- ae tel eas ~ des 
of Foley Bros. department store, | The 45th annual AFA meeting will fx commie Uk tr Bee os “4! a a v Feiss 
Houston, has been appointed chair- | be held at the Rice Hotel in Hous- LEON, Spanish language LIONS Magazine, Chicago: Burton H. Johnson 
man of the local convention com-| ton May 29 through June 1. about, for and edited by Latin Americans. Los Angeles: Henry & Simpson 


* spe ializing in food accounts. 
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...dihe California without the 


_illion ollar alley ofthe ees 


MPTY POCKETS are mighty scarce in the Billion Dollar 


Ate Valley. In fact, right now Valley pockets are fuller 
tees oCOVERY OF than ever . . . with total gross buying power up to 2/4 
wt ) Billion. That’s more than any one of 26 States. Yes, 


iy Valley people can buy. And they do buy. Annual retail 
ts sales top 1% Billion . . . exceeding all of Maryland’s.* 


Ah / a But you can’t tap California's great inland market 
Secromento | 18 AS -1948 with outside newspapers. Because the Billion Dollar Val- 
- SA gnih ley is well removed from coastal influence . ; . it’s an 


independent market. So make sure your California sched- 
ule includes the three McClatchy newspapers — The 
Sacramento Bee, The’ Fresno Bee and The Modesto Bee. 
No other combination of papers—local or West Coast— 
comes close to matching their coverage of the Valley. 


Modesto 


Fresno 


* Sales Management's 1948 Copyrighted Survey 


ce latchy ewspapers 


National Representatives . . . O'Mara & Ormsbee, Inc. bie prrceemengahal os 
New York * Los Angeles °* Detroit * Chicago * San Francisco Ss 


THE FRESNO BEE 


= 2 2, F= 


{dvertising Age, October 18, 1948 63 = —_ 
' ae 
WR Ses OR ee Re —_ 
aa rs vik sy et + Ps ae od ‘i 2a er ney 2 4 ae” ee 
ro Sf a i ee kA Lae aoe re ou pao ie ase ¥ ee i oS : 
; ne ss ' aan — ne ee or a ie oA - e P a. a er * 4 wvONs i 
f * i; Ha ae og ee ee es _ Bae > . 
C4 . . \ a 7 es nag apa. we ee} a. 4 a G : r. 
' J - a naa ming | ve * ae ’ ie a \ 4 — : . ; 
aie . | a ae ie ae ee ig ie —— — 
} 9 ES LAD ee 8 
t 4 
- e e ss 
d ; a2 > Gs LORE LE 
. [ea A ¢ |Z . > > itr fi 
ORIEQA : Z 4 a | 
Us 4 . : . ? 
4 S58 SSS 372 wih NWD/, Py <M y Le iF 
- ; ( 4 ny ; 4 = ; GY (42) Z4 3. 4 ~~ 
nt | . TONE = v é . ie uM. “ $5." | , a 4 nv: i ee j ~ , ' “’ . i c 
or Ri . ge ae. v7 LUZ Y at Wy a” ly : 
| Sr nl qe OM ey ZG wy, - g 
il | : SoM rz) CL | aaa. QZ Lf A\\ — 
or | , pee ae EF: NA [hha XRFZ4 OXF he 
1 pe NA at) 
d oF . : 
¢ f a —— a iJ ‘ 
Yippee ae ee Wis (iG) JZ y \N\ = 
Fae/ Te, \eXevgan) '4\ \ —_ 
“ty fee ) 
} Vth / eat / iP | ] 3 
4 i] ’ ‘ “fp ; | \ i | 7 
W/ fp gh aN We Y 4 | aa\ : 
j | fe a’ | |e / j | : 
| / 1} / SN 4 Y A , i} _ 
Tem id on ay Y 7 GA || /] é | : 
| . ND 78e | | : 
| Py \ WAL? . 
| hu YO mead mt. 
Se (Ne, _ U4, ane 27 4 i ma 
oan \ LON eZ | _ 
jnlssIagy | yj a 4 Y/, &g 
mm Hpiillgey . 
| + ‘ia Z 7 i | S 
L Yj; (Oa aL fal . : 
: , | m_a- ZS pee, / 4 , 
a a aa ® 42 aT ae ‘4 J08 ; - é, oA ‘ 4 } } asia i 
Sp | 
ae 
— 
| -_ 
| os 
| i om 
| o 
j a 
| IN CALE | : 
| — 7 
| - i Sa 
| : y, & - ; te) 
Sais lil a 
| | a" Stee 
] _ 
ee / | | _ 
| a 
‘ee 
| = a : 
we ee aioe ta - ro sai i ealaimiile i 7 al aa me eer oe ee ? ee eee a: os feb — 
Nel A EA co ea Wek eh NL Mae ds So a eS oe Da as alee Saag Sie ED gOS cn ie eR Rn Che. Ma aero A fy iS a RAR SIR EMM Spare Cry We On oe CORON he a 
oe er (ey ome Le ede ie" iS A ; 2: % oper ace ay Ma wey a Pa ic br gay ¥ hr: SP Poo eae ‘ ro: pak ec, tes gree, ber, 45 Se = te ie AS ht: Goodall iar wi BT cau oe Aes ee ee ibe : Pie wil | Pts Fyn IE = = _ rie ie Se. Se A eT , an > 


Advertising Age, October 18, 194¢ 


| —BURBANK, CALIF.— 


Changes Division Setup 
The sales operations of the build- 
ing products division of Reynolds 
Metals, Louisville, has been de- 
centralized and broken down into 
four sections geographically. Each 
' sales territory will operate as a 
separate unit, responsible to its 
individual district sales manager. 


; Population 76,681 
Bie WHAT A MARKET! 
OVER $12,000,000 SPENT 


ON NEW BUILDING 
THE FIRST 9 MONTHS OF ‘48 


BURBANK DAILY REVIEW 
, Burbank’s Only Daily Newspaper 


Lightolier Elects Berk 

Theodore Berk, for the past nine 
years assistant merchandise man- 
ager and metropolitan sales mana- 
ger of the lighting fixture division 
of Lightolier, Inc., New York, has 
been elected a vice-president and 
director of the company. Mr. Berk 
joined Lightolier 26 years ago as 
a stock boy. 


Association Names R&R 

The Manufacturers and Whole- 
salers Association of San Francisco 
has appointed the San Francisco 
office of Ruthrauff & Ryan to 
handle the promotion of the co- 
ordinated market showings to be 


Est. 1908 


held in New York, Nov. 14-19. 


¢ MSE eT “— 


LAURENCE, ANC. 


T 947 sourm CLAaa-sTRERT 


cS, ak 


for quality — 
phot engravings: 


7 ‘CHICAGO. * WABASH 6284 


Canadian Ace Brewing Co., Chi- 
cago, is preparing rebuttal to the 
government’s $735,000 charge that 
its radio commercials on 147 occa- 
sions did not indicate U. S. origin 
of the brew. Photos will be used 
to show “Made in U. S. A.” on 
printed media everywhere, and the 
company will insist omission of the 
tag line on jingles was an accident. 
After all, says Canadian Ace, the 
government only claims 147 viola- 
tions, and in Chicago alone the 
jingle is played about 35 times a 
day. It is little known that Cana- 
dian uses no less than 15 shows a 
week in Chicago—and, as if that 
weren’t enough what with care- 
lessness sometimes creeping in, it is 
now trying out a “Damon Runyan 
Theater” show on Station WCFL, 
Saturdays at 9-9:30 p.m. CST. 

As to the news given to the suit, 


Canadian Ace claims it doesn’t 
know how much the publicity is 
worth or how much it helped sales. 
Newspapers in almost every city 
gave much space to it, including the 
Chicago Daily News’ front-page 
banner (the News carries no alco- 
holic beverage advertising). 
* * * 


Life and the New York Times, 
which jointly paid more than 
$1,000,000 to Winston Churchill for 
serial rights to “The Gathering 
Storm,” published simultaneously 
by them both last spring, will do 
a similar job on “My Life and 
Hard Knocks,” the career of Joe 
Louis, retired heavyweight cham- 
pion. 

Both the Times and Life remain 
hush-hushy about the Louis book 
until just before the serialization 


TO SELL YOUR 


PRODUCT TO OVER 1,100,000 EAGLES 


Every medium attempts to give its advertisers some sort of merchandising help. But no 


medium is in a position to do it in the way the Eagle Magazine does. Our new merchan- 


dising plan enlists the help and cooperation of our 1700 subordinate clubhouses and 


their secretaries. This is a proved plan with terrific impact. A plan geared to sell our 
1,100,000 members. It makes no difference if you sell beer, bicycles, or bowling alleys; - 


the Eagle merchandising plan will get you a large piece of this tremendous market. 


OMAR ARS 


starts, after the elections, in Nov 
ember. It is said to have bee 
written by Meyer (Mike) Berge). 
star reporter of the Times, wit. 
some assists from Life and c’ 
course the Brown Bomber. 

Louis won’t get $1,000,000 fc- 
these rights. 


of J 


* + 
Because of its success wit, 
“Hamlet,” Universal-Interna- Cui 
tional Pictures is planning to co & .. Jatic 
the same thing (roadshow the pi: - giante 
ture, with two-a-day in selected condit: 
theaters) for “Christopher Colun - establi 
bus,” a U-I picture starring Fre:- & 5, a n 
eric March and Florence Eldridge, use 
and “The Red Shoes,” an Eagle- “The 
Lion picture with lengthy ballet Boynte 
sequences. ing dix 
“Hamlet” surprised even its & putger 
heartiest backers. It’s good for a mass p 
much longer run in Boston; New @ tributic 
York has about $100,000 in ad- & ginning 
vance sales and it may run for a & chief p 
year. adds, “ 
e* * for sal 
Apparently there’s no truth in jm 2"¢ at | 
the report that Seagram has Mm ?¢ctive 
bought a vast quantity of neutral jm “?ere — 
spirits from the United Distillers of J °V@/uat! 
America. But Seagram’s whisky fg “°¢ to 
stocks admittedly are lower than I *Vertis 
Schenley’s. nized as 
Business Week recently esti- § °°” fi 
mated Schenley’s stocks in origi- jy “ithout 
nal proof gallons at 25,000,000 as °™e of 
against current annual usage rate nee, 
of 15,000,000 gallons, whereas ‘ve! 
Seagram stocks are 10,500,000 and “— sul 
usage 18,000,000. National is in the * ‘* be 
same boat as Seagram, with an portant 
apparent deficit of 3,000,000, while jm “UES: 8 
Hiram Walker is ahead 1,500,000 *CompPl 
and Publicker ahead 7,000,000. [g'!¢ctive 
Schenley’s current “read theg™oUeSSwo! 
back label” campaign is based ong th th 
its large supplies of aged whisky. ™¢dia.” 
Seagram emphasizes blends, and Bureau « 
National in recent years has pro-j'er, less 
moted blends more. In. 
oO ¢ ae “It wa: 
Seagram, Schenley and NationafMearly pu 
all are stepping up their public reclassify t 
lations efforts. Seagram, as noteMlation ac 
in AA, is looking for a high-pricJo! fairnes 
national figure to head its new PRggto themse 
department. Schenley  recentlyghe says. 
returned to the fold of Carl Byoiwas the 
& Associates, and National is nowgfcirculatio. 
counseled by Steve Hannagan. be legiti 
“oe pared,” 
Incidentally, Cyrus Eaton 0 New Ye 
the Cleveland investment firm o™<’™Ple 
Otis & Co., is trying to put his bes her er 
foot forward with the press an rab Bs 
public in the legal actions ang. aa” 


counter-actions between Otis ant 
Kaiser-Frazer, over the Otis fail 
ure to handle K-F’s third stocl 
issue last February. Eaton has ap 


nittee wa: 
nManded 
amount of 


pointed Ben Sonnenberg, Ne witches, 
York, for public relations. The tex 
* * * Nearly ac 
W. L. McKnight, president, Ming Rowell, 
nesota Mining & Mfg. Co., anc Phage circul 
T. Sprague, president, The Hagg@’ners of 
Corp., have started a boom {@4merican 
John W. Anderson, president 9S ning | 
The Anderson Co., Gary, In@gpear S. 
which they hope will make higpught 


Secretary of Commerce in Dewey! '-Book 
cabinet. Their effort is taking t newsps 
form of a direct mail drive, irgi! ‘arried 
business men to “second the nomgp*caise of 
nation” by writing to Dewey 's” of 
Anderson, who is 64, nc ‘rate. 
runs The Anderson Co., ’ 
makes automotive products | 'St effo 
couple of affiliates or subsi: | ss 
but he was a co-founder ‘ards b 
American Fair Trade Coun 399 ol 
for many years has been pr sidq@m ~ ‘can 
of the organization, whic ation, 
vigorous proponent of th’ A 13 wit 
trade movement. He’s also POved by 
dent of National Patent C ung, °'U of 
which he founded in 1945 ‘.0 if" York, 
prove public understanding of 4 Assoc 
substance and significance °f § I of tl 
-S soon 


American patent system.” 
vas thé 


merg 
May 
‘me to 
ati ons, 


Ohio Broadcasters to Me ! 

The Ohio Association of +14 
casters will hold a sale: ¢! 
meeting Nov. 4-5 in the Ds! 


fr since.- 


Wallick Hotel, Columbus. " 
“Y group 
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Book Recalls 
Chaotic Times 
of Audit Bureau 


Cuicaco—Audit Bureau of Cir- 
) culations standards are taken for 
, granted these days, but the chaotic 
conditions which compelled their 
, establishment are recalled vividly 
, in a new ABC textbook for school 
, use. 
- The author, Prof. William H. 
t Boynton, director of the advertis- 
ing division, school of journalism, 
s Rutgers University, points out how 
é mass production for national dis- 
tribution was still new at the be- 
- @ ginning of the 20th century. “The 
a @ chief problem of distribution,” he 
adds, “‘was to expose merchandise 
for sale over the entire country 
and at the same time inform pros- 
pective users about the goods and 
where they could be bought. In 
evaluating the selling techniques 
used to accomplish these results, 
advertising became widely recog- 
nized as an effective sales aid and 
grew from infancy to maturity 
without the opportunity to shed 
some of its primitive characteris- 


tics.” 
Advertising’s costs. naturally 
ad were subjected to careful scrutiny 
he 25 it became an increasingly im- 
portant factor, Mr. Boynton con- 


tinues, and “one obvious means of 
100 accomplishing added economy and 

effectiveness was to eliminate the 
the guesswork and waste associated 
with the selection and use of 
media.” That is where the Audit 
Bureau of Circulations—and ear- 
lier, less successful efforts—came 
in. 


s “It was obviously impossible for 
early publishers to measure and 
classify the results of their circu- 
lation activities with any degree 
of fairness or understanding either 
to themselves or their advertisers,” 
he says. “The inevitable result 
was the use of claims for total 
circulations that could not possibly 
be legitimate and fairly com- 
pared.”’ 

New York perhaps saw the first 
example of an attempt to audit 
circulation when the Tribune, in 
1847, challenged the Herald to an 
Investigation. The challenge was 
accepted, an investigating com- 
nittee was named, and a decision 
fal “Banded down—based on _ the 
stofmount of paper used—that the 
’ Herald had the larger average 
Ne irculation. 

The textbook also recalls how 
nearly advertising agent, George 
Rowell, struggled to get accu- 
ate circulation statements from 
wners of the papers listed in his 
American Newspaper Directory,” 
ginning in 1869. The following 
tar. S. M. Pettengill & Co. 
tought out an “Advertiser’s 
land-Book” listing U. S. and Brit- 
si newspapers and_ periodicals, 
ut carried no circulation figures 
Cause of unfairness to “honest 
sures” of publishers willing to 
ooperate. 


n 0 
bes 
and 
and 


| Fivst effort to verify circulation 
‘ins on the basis,of uniform 
‘’anc ards began with organization 
a «66899 «of the Association of 
sid Ameican Advertisers, but the 
isc ation, heavily in debt, folded 
. fg 113 without success. It was 
ore loved by two new groups—the 
unt bresu of Verified Circulations, 
oi lw York, and the Advertising 
of @E"l ~Association in Chicago (a 
if mY 1 of the Three A’s)—whose 
ade s soon saw that a consolida- 
vas the sensible thing. 


' "he merged group, which met 
- ‘te May 20-21, 1914, shortened 
- cli" me to Audit Bureau of Cir- 
) sh "U ons, which has been used 


advertisers, 49 advertising agents, 
338 newspapers, 27 magazines, 52 
farm publications- and 55 business 
papers. The charter membership 
list wound up at 499, but the ABC 
has grown steadily to embrace 
3,232 members on its list today. 

Attitude of many publishers to- 
ward verified circulation was illus- 
trated by Cyrus H. K. Curtis, who 
told the bureau that “No one 
doubts the circulation statements 
of my company.” Bureau officials 
agreed, but insisted they couldn’t 
have equal confidence in the 
claims of all other publishers. 
Mr. Curtis eventually endorsed the 
uniform standards of circulation 
membership, and placed his publi- 
cations in membership. 

The textbook, which has already 
been supplied to 75 leading schools 


and universities for use in teach- 
ing journalism and advertising 
classes, tells how the bureau oper- 
ates; describes the contents and 
use of ABC reports; illustrates 
audit reports and publishers’ state- 
ments for various media, and con- 
tains much other data. 

Copies may be obtained from 
bureau headquarters at 165 W. 
Wacker Dr., Chicago 1, for $1 
each. 


Opens Washington Branch 
Woolf & Elofson, Inc., New York, 
advertising sales representative, 
has opened a Washington office at 
1620 Eye St., N. W. O. Rhodius 
Elofson, president, will make his 
headquarters in the new office and 
Thomas O. Woolf, vice-president, 


will be in the New York office. 


WNBQ Names Werrenwrath 


Reginald Werrenrath Jr., form- 
erly director of special events of 
television station WBKB, Chicago, 
has been named director of field 
operations of television station 
WNBQ, Chicago, effective Oct. 16. 


Two L. A. Agencies Merge 


Marion Welborn & Associates, 
Los Angeles, and Associated Ad- 


vertising Agency, Inc., Los An- 
geles, have been combined under 
the name of Associated Advertis- 
ing. Offices of the combined agen- 
cies will be at 2624 W. Sixth St. 


Stewart Appoints Walker 


C. Charles Walker has been ap- 
pointed vice-president in charge 
of industrial, labor and public re- 
lations of James A. Stewart Co., 
Pittsburgh agency. 


obend 


mete efender 


ABC MEMBERSHIP) 


ceonce T. HOPEWELL, EASTERN REPRESENTATIVE * 101 PARK AVENUE. 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


NEW YORK 


4 since." Composition of that 
"Y group included 74 national 
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You can’t lose 
in a one-horse race 


We don't like to brag... 
the facts... 


but these are 


Better than 4 out of 5 Newsweek readers 
are leaders in business, industry, and the 
professions ... by far the greatest concen- 


tration of any general magazine .. 


. at the 


lowest cost per thousand. 


And even more important to you, 55.8% 
of Newsweek families have annual in- 


comes over 5 thousand dollars .. 


. 29.7% 


between 3 and 5 thousand. 


Newsweek selects this top-flight audi- 
ence with an editorial technique un- 
matched, unattempted, in the publishing 
world. A technique that goes far beyond 
mere reporting of the news. 


For, among other features, it gives you 
the signed opinions of such unbiased ex- 
pert analysts as Raymond Moley on poli- 
tics, Ernest K. Lindley on national affairs, 


oec? 


ia] 


PR. 2a S 


Joseph B. Phillips on foreign affairs, Henry 
Hazlitt on business and finance, General 
Carl A. Spaatz on the military scene. Ex- 
perts who, week after week, give the back- 
ground, the present, the all-important future 
developments, of the vital news of the day. 


Yes, for the alert advertiser, in all truth 
it's a one-horse race where Newsweek is 


concerned. 


THE MAGAZINE 
OF 
NEWS SIGNIFICANCE 
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POSITIONS WANTED 


Capable of Contributing to the Success of 
Your Business—vyoung woman with four 
year’s retail advertising (‘and merchan- 
dising) experience, including copy super- 
vision; can promote both high fashion 
and hard selling merchandise. College ed- 
ucation. Prefer position with Mfg. concern 
or agency, Chicago area. Resume upon re- 
quest. 

Box 9820 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BE HAPPY EXPENSES ARE SO HIGH 
Climbing cost licking leading free-lance 
Business Paper Specialist. But you can 
profit. If you are a publisher big enough 
to consider adding a distinctively above 
average editor, write or wire today. 

Box 9828, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ART DIRECTOR wants position in small 
or medium agency as art director or lay- 
out man. Write: 

Box 9824, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

COPYWRITER 

Chicago ad agency. Bach. of Journalism 
degree. Sales prom., retail, agency. exp. 

Box 9823, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Helps Pian Ads, Sales Promotion 
Then Executes Plans 


He built and ran a national advertiser's 
15-man department—and was twice a one- 
man department himself. Worked in most 
departments of an agency or two. Varied 
sales promo. background. Married; under 
40; university degree. Creative ad mer. 
or acct. exec. material. 
Box 9827, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ASS’T ADVTG. MGR., national manu- 
facturer, seeks $6-7,000 opening with Chi- 
cago agency or promotional minded con- 
cern. Contact work, asst. A.E., or ad Mgr. 
position preferred. Has fine working back- 
ground of marketing, copy, layout, pro- 
duction, media, and campaign planning. 
Box 9826, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
HELP WANTED 
Advertising Assistant 
Advertising Trainee-Degree 
Account Executive 
Artist-Designer $6,000 
SHAY AGENCIES 
30 W. Washington Chicago 2, lil. 


I'LL SWAP 12 YEARS 
—comprehensive advertising experience 
abroad for a job futurity with an equit- 
able salary—Know all forms of advertis- 
ing as an interview will prove to you. 
I'll go where you need me—do what's to 
be done, to your sales satisfaction. But, 
let’s get togther quick. 

Box 9825, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Wanted: Man qualified to handle all ad- 
vertising and publicity work for a com- 
pany with branches in several states. 
There will probably be considerable trav- 
eling. $300.00 a month starting salary: de- 
finite advancement opportunity for a 
producer. 

S. COLEMAN & CO. 

7437 S. Western Ave. 
Chicago, Ill. Grovehill 6-5656 


HELP WANTED 


Salesman for radio time: 
1000 Watt, daytime, independent, stand 
ard AM broadcast station in Indiana 
Immediate. 
Box 9821, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Sales Representative wanted for an out- 
standing offset printing house for an es- 
tablished Chicago territory. Drawing ac- 
count and commission. Excellent oppor- 
tunity for one with knowledge of graphic 
arts. Write fully. 
Box 9819, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 


S. State St, Ha 7-2063, Chicago, 


REPRESENTATIVES AVAILABLE 


Newspaper, magazine and trade paper 
representation in Florida, with South- 
east if desired. Thorough contacts Cham- 
bers of Commerce, hotels, industrial, re- 
sorts, agencies. 24 years in Florida. Write: 
Box 9822 ADVERTISING AGE 
330 W. 42nd St., Now York 18, N. Y. 


MISCELLANEOUS 


NEWSPAPER FOR SALE 
Suburban shopper with 14,000 cont- 
rolled circulation in rich and grow- 
ing market. Exceptionally high 
reader interest. $12,000. 

Box 9810, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


For Sale—Kaiser “47. Sacrifice quick sale. 
$1550. Original price $2185. Too long for 
garage. 31,000 miles. Good condition. 


J.C. Smiley,McCallCorp. 444 Madison,N.Y. 


EXECUTIVE SALESMAN 


TO 


AUGMENT NEW YORK STAFF 


Substantial 5 figure income selling litho and 
permanent displays to national advertisers. Es- 
tablish New York office. Fine opportunity to 
increase earnings for a man currently selling 
in the graphic arts field, or a man now in a 
merchandising or advertising position with 


national advertiser. 


Phone between October 19 through 21. 


DISPLAY CORPORATION | 


Murray Hill 7-2837 


Copywriter 
For AAAA Agency 


We are offering an unusual opportunity in 
our Chicago office for an outstanding copy- 
writer with major package goods experience. 
Top salary. Write full particulars. All replies 
will be treated in strictest confidence. Our 
staff knows of this ad. 


Box 7191, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


TEXAS BROADCASTERS MEET—On hand for the 13th District NAB meeting in Fort 

Worth were (top row, left to right): Charles E. Clough, Sid Grayson and D. A. 

Cannan, of KFDX, Wichita Falls, and Frank O. Myers, KCMC, Texarkana. Bottom 

row: O. L. Taylor, KGNC, Amarillo; Burton Bishop, KTEM, Temple; Maurice B. 

Mitchell, director of broadcast advertising, National Association of Broadcasters, 
and Hugh Halff, WOAI, San Antonio. 


BMB’s Interim Area Report 
Covers 300 Counties, Cities 


The Broadcast Measurement 

Bureau’s 1948 interim area report, 
showing daytime and nighttime 
audiences for 69 subscribers in ap- 
proximately 300 counties and cities, 
is being mailed now from New 
York to the Bureau’s subscribers, 
members of the American Asso- 
ciation of Advertising Agencies 
and the Association of National 
Advertisers. 
Made in March specifically for 
the 69 subscribers, the interim re- 
port is intended for use in con- 
junction with Study No. 1, compiled 
when many of the outlets covered 
in this survey were not in opera- 
tion. 


Maps Penn Drake Drive 
Pennsylvania Refining Co., 
Cleveland, has announced plans for 
a campaign in 1949, promoting 
Penn Drake Gumout, liquid car- 
buretor cleaner. Special emphasis 
will be placed on dealer aids— 
window streamers, decals, display 
cards, racks, stickers, posters, bul- 
letins and book matches. A direct 
mail campaign also will be avail- 
able for dealer use. In addition, 
magazines and trade publications, 
plus radio in selected localities 
through cooperation with dealers, 
will be used. Palm & Patterson, 
Cleveland, is the agency. 


Plans New Publication 


Petroleum Publishers, Inc., Den- 
ver, will launch a new publication, 
Service Station Operator, as a com- 
panion to its Oil Reporter. The 
new publication, the first issue to 
be out in January, will be devoted 


to the marketing end of the petro- 
leum and automotive industries in 
the mountain and prairie states. 
The circulation guarantee will be 
6,200. Henry W. Hough is editor, 
and C. D. Forney, business man- 
ager. 


Rainfair Appoints Western 
Western Advertising Agency, 
Racine, Wis., and Chicago, has 
been appointed to handle the ad- 
vertising of the Rainfair rain top- 
coats and Snartair leisure wear 
made by Rainfair, Inc., Racine. 
The agency previously handled the 
company’s line of waterproof in- 
dustrial garments. The appoint- 
ment is effective with the com- 
pany’s 1949 appropriation. 


Musselman to Clements 

C. H. Musselman Co., Riglerville, 
Pa., producer of apple products, 
has named Clements Co., Phila- 
delphia, to direct its advertising. 


Experienced news man capable of mak- 
ing simple layouts and selling to a 
steady clientele. Wholesale Produce 
Newspaper est. 55 years. To be assistant 
to Mgr. State salary expected & late 
snapshot. No students. Box 7190, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Illinois. 


Retail-Minded 


Ad Man Available 

Now employed as Ad and Sales Prom. 
Mgr. of TV—Radios—Appliances. Heavy 
retail exp. in copy, sales training, field 
rom. an organize, hold sales meet- 
ngs, presentations. Agency exp. as 
copywriter. College graduate. Age 3!. 
Write Box 7192, Advertising Age, Too E 
Ohio St., Chicago. 


_Abtist 
Wanted 


Advertising Agency located in small 
Ohio city near larger centers has un- 
usually attractive opening for top- 
flight artist who can do both layout 
and finished work. National ac- 
counts. Publication and direct mail. 


“A” Box 7188, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TO THE OWNER 


OF A SMALL ADVERTISING AGENCY 


thoroughly — 


grade agency — 


330 West 42nd Street 


IF you are a competent, experienced advertising man 
of good reputation and know the agency business 


IF you are strong on creative ideas and merchandising, 
and in contacting and servicing substantial accounts— 


THEN you may be interested in merging your business and 
your ability with this agency of fine reputation, strong 
financial resources and exceptional creative ability. 


You may write to us direct, in strictest confidence, or, 
have your attorney make the initial contact. 


ADVERTISING AGE 
Box 7189 


SER ee Meee area eee ee RT 


IN CHICAGO 


There’s an opportunity for you, in a respon- 
sible management capacity, in the Chicago 
office of a large nationally known agency: 


IF you believe your present (and prospective) accounts 
would benefit through the greater facilities and talent 
in art, copy, research, media, etc., available in a top 


N. Y. 


New York 18 
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SEPTEMBER SALES OF CHAIN STORES 


—— Septem 
1948 1947 


or Loss 1948 1947 or Loss 
ood Chains 
l\aadiio, sdhsavan $ 11,494,134 $ 9,270,277 +24.0 $ 102,602,408 $ 84,471,672 +21.5 
National Tea ....... 19,706,020 15,698,269 425.5 184,068,128 139,396,314 +32.0 
gh A évcdedk ras 86,046,256 82,700,928 +4.1 905,602,524 782,595,921 415.7 
Group Total ...... $117,246,410 $107,669,474 +8.9 $1,192,273,060 $1,006,463,907 +18.5 
‘ail Order 
Montgomery Ward .. 119,705,546 117,506,817 +1.9 834,474,182 761,508,386 +9.6 
sears, Roebuck ..... $216,781,841 $189,136,393 +-14.6 $1,532,680,512 $1,256,192,346 +22.0 
EE 3s 0 ee veseanen 11,656,050 10,987,886 +6.1 90,811,876 84,140,388 +7.9 


Group Total ...... $348,143,437 $317,631,096 9.6 $2,457,966,570 $2,101,841,120 +16.9 


[rug Chains 

CE atldee vioceses $ 1,108,331 $ 1,151,081 —3.7 $ 14,587,274 $ 14,852,660 —1.8 
PcG occcsecerveees 3,829,569 3,722,587 +2.9 33,543,177 33,235,008 +0.9 
Wal@POOM .cc.cccvece 13,827,645 12,699,460 +-8.9 119,755,051 111,768,740 -+-7. 

Group Total ...... $ 18,765,545 $ 17,573,078 +6.8 $ 167,885,502 $ 159,856,408 +5.0 
Variety and Miscellaneous 

\ngerman Co. ..... t 928,155 $ 640,807 +44.8 $ 6,011,528 $ 4,542,680 +32.3 
Butler Bros. ........ 14,154,289 11,396,947 +-24.2 99,963,169 14,938,969 +13.4 
“olonial Stores, Inc.. 12,906,561 12,181,481 +5.9 123,546,348 117,678,738 +5.0 
Consolidated Retail 

SORE wicd cesreces 3,516,618 2,955,066 419.0 24,403,001 21,701,691 +12.4 
‘Diana Stores Corp... 1,575,220 1,220,780 +29.0 2,853,658 2,265,042 +-26.0 
Edison Bros. ........ 6,413,717 6,697,897 —2.8 54,252,156 50,755,614 +6.9 
Fishman, M. H....... 715,125 669,375 +6.8 5,781,926 6,451,187 +6.1 
Gamble-Skogmo, Inc.. 13,988,021 12,080,596 +-15.8 40,912,107 35,155,161 +-16.4 
Grant, W: Feess+s+es 19,386,716 19,478,479 —1.8 150,509,003 146,838,991 +2.5 
a i ae 8,255,167 7,603,784 +8.6 60,357,956 55,825,702 +8.1 
Interstate Dept. 

GORGE 634 bd veoeece 5,462,032 5,316,683 +-2.7 41,565,951 38,364,831 +8.3 
Kinney Co., G. R. 3,086,000 2,672,000 +-15.5 22,555,000 20,678,000 +-9.1 
Kresge, 8. 8......... 21,659,085 21,062,549 +2.8 186,767,970 175,511,513 +6.4 
ae FS ee 13,038,211 11,567,446 +-12.7 108,594,693 103,877,322 +4.5 
PPT 9,696,481 8,008,325 +21.2 78,361,082 66,001,796 +18.7 
MOE icctcvcsvece 7,428,836 7,153,524 +3.9 64,000,969 58,958,045 +8.6 
McLellan Stores ..... 4,261,953 8,980,184 +7.i 32,530,902 29,262,809 +11.2 
‘Mereantile Stores ... 9,139,200 9,329,000 —2.0 72,203,800 67,630,000 +6.8 
Murphy, G. C........ 10,657,305 9,234,163 +-15.4 89,127,271 77,337,164 +-15.3 
Neisner Bros. ....... 4,633,502 3,963,270 +-16.9 36,912,387 32,204,762 +-14.6 
Newberry, J. J....... 11,084,589 9,412,644 +-17.8 87,318,477 75,870,987 +-15.1 
Pen, Bo Gow cece cee 79,255,451 69,289,154 +14.4 577,529,497 506,795,797 +-14.0 
Western Auto ....... 11,298,000 10,942,000 +3.2 91,457,000 86,634,000 -+5.6 
Woolworth, F. W..... 47,110,918 46,029,886 -+2.3 409,530,303 383,726,110 +6.7 


Group Total ...... $319,385,150 $292,781,040 


Combined Total .. . $803,540,542 $735,654,688 +9.2 $6,285,171,286 $5,446,168,286 
‘Four weeks and 32 weeks ending Sept. 11, 1948. 

"Eight month period. 

*"Four weeks and 39 weeks ending Sept. 25. 

‘Two month period. 

°Twelve month period. 


ber ———,% Gain ——_—_9 months —___.% 


+9.1 $2,467,046,154 $2,178,006,851 +13.3 
15.4 


Gain 


Penetone Appoints Agency 

The New York office of Wilhelm- 
Laughlin-Wilson & Associates has 
been named to handle the adver- 
tising of the Penetone Corp., Tene- 
fly, N. J., manufacturing chemist, 
effective Jan. 1. 


Dairy Council Names Geil 
Lloyd H. Geil, formerly mana- 

ger of public relations of Northern 

Trust Co., Chicago, and field rep- 


resentative in public relations for jj 
the Standard Oil Co. (Indiana). 

has been appointed director off 
public relations of the National j- 
Dairy Council, Chicago. 


Cutler Appoints Mittelman 


David Mittelman, formerly sales 
representative of National Transit- 
ads in Philadelphia, has been 
named sales manager of Cutler 
Sign Advertising Co., Philadelphia. 


GREATEST 
PERCENTAGE OF 
HOME DELIVERY 

AMONG ALL 
NEWSPAPERS 

OF OVER 

150,000 


‘THEY GO 
TOGETHER... 


~ Be 


METROPOLITAN 
OAKLAND 


The Oakland Tribune 
that’s what advertisers find 


to be the dominant connect- 
ing link between themselves 
and the people who make 
Metropolitan Oakland the 
fastest growing market on 
the Pacific Coast. 


TOTAL NET PAID CIRCULATION 
DAILY SUNDAY 


153,887 167,253 


A.B.C. Publisher's Statement, March 31, 1948 


~ «4 af 
RD, INC. 
ant it ine amaagots 


FR iho, yee eae bea 


This map shows actual comparative 

ratings between U: S. farmers in value 

of dairy products sold. 

Key: U. S. average equals 100 
Northern States average = 169 


Wisconsin Ag farmers’ average = 504 


Wisconsin out-produces any other state in dairy products and dairy income per 
farm. You can’t win a better market! Wisconsin Agriculturist and Farmer 
reaches more of the most prosperous farmers in this top ranking dairy state 
than any other paper—it has no equal. 

Here’s a set-up that makes your selling job easy. Simply concentrate your 
advertising in the paper that does the job completely, reaches the farm customer 
and is read. It’s read thoroughly—for the farm information these top farmers 
find dependable. Wisconsin Agriculturist delivers to you the customers you 
want—9 out of every 10 of the best farm families in the state. It gives you, in a 
single medium, everything you need to do a better statewide selling job. 

It’s published exclusively for Wisconsin farmers, talks their language, knows 
their business—and helps them in their business. 


Win this richest of all dairy markets—get full information now. 


Special information to help you sell Wisconsin is published in 
this 24-page booklet titled ‘‘The Census Bureau Counts Cows’”’. 
Gives complete detailed picture of Wisconsin Ag farmers. 
Write for free copy on coupon below. 


WISCONSIN 


AGRICULTURIST and FARMER 


Racine, Wisconsin . Dante M. Pierce, Publisher 


RWS 
; Taw 


< 
ut 
ST and FARMER, Racine, Wisconsin 


Please send me your new booklet giving a Census Bureau picture of Wisconsin's top farm market. 


Name 


Address 


AA—10-18-48 
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_ Kaiser Ready to Invade 
_ Low-Price Field by ‘50 


(Continued from Page 1) 
combined since the long Willow 
Run lines began to roll in July, 
1946. In the last year these lines 
have rolled fast enough to lift this 
newcomer to fourth place among 
all motor car companies in sales. 


s Henry Kaiser and Joseph W. 
Frazer, founders and respectively 
chairman and president of K-F, 
have a lot of other interests. Edgar 
has emerged not only as the boss 
of Willow Run but increasingly of 
K-F’s sales, service and other rela- 
tions in this country and through- 
out the world. 

The older men’s enthusiasm is 
tempered in Edgar by the neces- 
sity of meeting practical and press- 
ing everyday problems. 

A current Willow Run legend 
says that one warm night last sum- 
mer, when Edgar and his father 
happened for once to be sleeping 
in the same room, HJ roused him: 
“Don’t tell anyone, son,” he an- 
nounced, “but I think we’re going 
to be bigger than General Motors.” 

But Edgar told me that “we’re 
not thinking about competing with 
GM, top to bottom.” 

At least not yet. 


ws The new car—which may bear 
the Kaiser name and would be a 
third line—would not be the small, 
stripped down job which HJ used 
to prophesy. “Because of their 
low resale value,” Edgar explained, 
“I’m not sure people want stripped 
cars. We’re constantly improving 
manufacturing methods, and this 
should enable us later to reduce 
costs. But we still have to provide 
what people will take. 

“A motor car is the average 
family’s second largest purchase— 
second only to their home. As we 
expand in this business we’ll edu- 
cate people to newer and better 
types of cars, but we still must 
adapt our plans to their desires.” 

Until the current new model 
campaigns—for the Kaisers in 
September and the Frazers in 
October—both of these lines have 
been advertised together. All 4,300 
dealers and 132 distributors in this 
country and the 140 distributors 
and agents abroad continue to 
handle both lines. These lines will 
be augmented by a new converti- 
ble and “hard top,” later this fall, 
and by a new coupe, probably next 
spring. 


mw Edgar Kaiser would not answer 
my question as to whether the 
lower-priced line, still about 18 
months away, would be handled 
by a separate dealer organization. 
He was also mum to a question on 
whether, in this connection, K-F 
would follow most of the rest of 
the industry in replacing distrib- 
utors with direct factory contact 
with dealers. 

Although K-F now has the fourth 
largest dealer group in the indus- 
try, its sales contacts are far fewer 
than Plymouth’s estimated 10,000 
(Chrysler, DeSoto and Dodge deal- 
ers handle Plymouth, which has 
no separate dealer organizations) ; 
than Chevrolet’s 9,000 exclusive 
dealers, or Ford’s more than 7,000. 

Then there’s the possibility—not 
confirmed by anyone in K-F—that 
the present Frazers and Kaisers 
and the forthcoming lower-priced 
line all may be advertised through 
separate agencies. GM has four 
agencies for its five passenger car 
lines; Chrysler four for its four, 
and Ford this year separated the 
advertising of Ford and Lincoln- 
Mercury. 


a The separate national campaigns 
for the Frazers and Kaisers both 
are handled by Morris F. Swaney, 


Inc. This summer, however, Wil- 
liam H. Weintraub, Inc., entered 
the fold, with a special, intensive, 
six-month “test” campaign for both 
lines in Southern California. And 
then Weintraub bit off a sizable 
slice of K-F’s budget by signing 
them up for Walter Winchell’s 
newscasts for two years over ABC, 
starting Jan. 2. But Winchell, tal- 
ent and time, still will be only 
about one-seventh of K-F’s $7,000- 
000-plus, and his Sunday evening 
programs will alternate in plug- 
ging the two lines. 

In advertising, as in other de- 
partments, K-F’s policies are be- 
ginning to settle, but perhaps they 
will never be set. The outfit is too 
young. Whether too “expedient” 
or too “dynamic”—as claimed re- 
spectively by foes and friends—it 
is still changing, and learning. In 
two years K-F has had to learn to 
build cars and then to sell them 
and build owner loyalty for them 
—in the face of widespread skep- 
ticism and adverse publicity. 


s The birth and growth have been 
aided by Frazer’s long automotive 
experience and wide sales contacts; 
by Henry Kaiser’s reputation as 
a builder, and especially by the 
affection and respect of a group of 
former dam and ship builders who, 
apparently, would follow Edgar 
Kaiser even if he went into saus- 
ages or perfumes. 

Some of them wonder, privately, 
why they got into “this crazy auto- 
mobile business.” But no major 
Kaiserite has yet packed up and 
left. 

With estimates of the industry’s 
current backlog of orders still 
ranging up to 14,000,000, and 72% 
of the cars on the road still of pre- 
war vintage, the long-established 
motor makers may be sitting pretty 
in their seller’s market for years 


to come. But the newcomers have 
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PREVIEWERS—Senator Homer Ferguson of Michigan (picture at 
left) extends felicitations to Henry J. Kaiser, chairman of the 
board of K-F, at the distributor preview, while in the right- 


orders received. 


(left) gives Joseph W. 


a 
°. 
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hand picture, Fred R. Cooper, vice-president in charge of sales 


Frazer a pleasing report on the volume of 


& Co., Cleveland, (whose Cyrus 
Eaton is a defendant in a K-F suit 
for $38,500,000 on that much-pub- 
licized third stock issue) has been 
replaced by the First Boston Cor- 
poration. ‘ 

Edgar Kaiser seemed more re- 
laxed and more confident. He still 
followed a busy schedule. (He left 
at 11 a.m. to fly to Pittsburgh on 
business, but was back at the plant 
at 5 p.m.) But with the new models 
coming off the lines to meet a new 
surge of demand, he could call up 
an associate now and then and in- 
vite himself and Mrs. K. over for 
dinner. 


as When Eaton and others reneged 
on the stock offering, last Febru- 
ary, K-F faced a crisis. The tie-up 
in working capital on orders with 
“vendors” or suppliers for the re- 
cently-started second shift forced 
the company to borrow $10,000,000 
from A. P. Giannini’s Bank of 
America. The second shift was 
dropped and production cut back 
from 1,500 to 1,100 a day. Morale 
of suppliers, dealers and employes 
dropped too. 

“Actually,” Edgar said, “our po- 
sition wasn’t nearly so bad as the 
reports and rumors made it out to 
be. But for one shift we needed 
a $20,000,000 inventory; for two 
we needed $34,000,000. By drop- 


of 
comments by ‘Mike’ Hughes, AA‘s executive editor, on advertising and motor cars. 
Left to right, seated, are Henry M. Swartwood, advertising director; Hal Babbitt, 
public relations director, and Norris Nash, sales promotion director. The little car 
on the table is a miniature 1949 Kaiser convertible, to be sold through K-F and 


‘PRASP’—The three directors 


toy dealers 


had to fight for business. Some 
even have died before they could 
get into the fight. And of them all 
only K-F has made _ substantial 
progress. 


w In this first visit to Willow Run 
in nine months I found a lot of 
changes. Some of them were in 
people. Fred R. Cooper, for ex- 
ample, had moved up to vice- 
president in charge of sales and 
Walter de Martini had succeeded 
him as sales manager. A group 
called “Prasp,’” composed of Hal 
Babbitt, Henry M. Swartwood and 
Norris Nash—respectively direc- 
tors of public relations, advertising 
and sales promotion—were coordi- 
nating these functions, and report- 
ing directly to Edgar Kaiser. Labor 
relations policies were still liberal 
but were stiffening, aid some trou- 
ble-makers had been fired. Otis 


“Prasp” 


at Kaiser-Frazer Corp. listen to some 


for $2.95. 


ping the second shift we automat- 
ically reduced our cash require- 
ment by about $14,000,000. We 
now have over $30,000,000 in cash, 
and can start a second shift when- 
ever we can get enough steel for 
it. We can pay off the $10,000,000 
loan whenever we want to. I’m 
not sure whether new financing 
will be needed when we start roll- 
ing on the new lower-priced car. 


s “But it took some weeks—at the 
end of a cold, snowy winter—to 
convince everyone concerned that 
we were still in the running. We 
brought in the dealers by groups, 
told them the whole situation, and 
showed them that K-F was still 
plugging along. The instalment 
finance companies, among others, 
helped to get the word around. The 
dealers told their customers and 


prospects.” 


Another difficulty arose when 
the new models, which had been 
scheduled for introduction about 
July 1, were delayed a couple of 
months by a tool and die makers’ 
strike. But then they came fast. 
Motor makers formerly shut down 
anywhere from four weeks to 18 
months (Ford in the late ’20s) 
to change to new models. K-F 
changed over almost literally with- 
out stopping the assembly lines. 
The last 1948 model moved off at 
5 p.m. on Aug. 24 and at 8 the next 
morning the first 1949 Kaisers 
were going on them. 

Production averaging about 18,- 
000 monthly dropped to 12,571 in 
August but, with Willow Run’s 
15,000 workers learning their jobs 
on the new models, it is moving 
up toward 20,000 a month now. 

Hal Babbitt’s public relations 
department wrote little to defend 
K-F or condemn Cyrus Eaton. The 
company pointed out that the de- 
cisions rested with the. Securities 
and Exchange Commission, the 
National Association of Security 
Dealers, which is conducting its 
own examination of Otis & Co., 
and with the courts. K-F did not 
seek to “try this case in the news- 
papers.” 


s But the PR department did not 
relax its efforts in other directions. 
Babbitt’s job is to report company 
developments and products and in- 
terpret company policies to work- 
ers, dealers and the public. He 
supervises, for example, employe 
and dealer publications. His activ- 
ities range from directing Willow 
Cottage, a guest house by the little 
stream that is Willow Run, where 
some 700 have stopped in five 
months to rest and freshen up 
while they take delivery of their 
new cars, to flying, currently, to 
Rotterdam, the Netherlands, for 
the opening of a K-F plant there. 
Currently, the PR of “Prasp’”’ is 
helping distributors and dealers 
throughout the country get all pos- 
sible publicity for the new models. 

From a pile of current press re- 
leases you'll learn that among the 
103 improvements are 15 in the 
power plants, among them a dual 
throat carburetor and dual mani- 
fold system which “boosts power 
12% without increase in gasoline 
consumption.” Also, “the Kaiser 
DeLuxe will accelerate from a 
speed of 10 to 70 m.p.h. in 30 sec- 
onds.” Clutch, brake and steering 
actions have been improved. 

Forty-two styling changes on the 
Kaiser Special and DeLuxe models 
include a new grille, new bump- 
ers, body and fender panels, in- 
strument panel; silhouette three 
inches lower, and 3% more inches 
in over-all length. 


a K-F makes capital of the new 
decor and colors. With 45 ex- 
terior colors the company offers 
enough different fabric colors to 
provide 200 different combinations. 

In the separate campaigns for 
the new cars, under Hank Swart- 
wood, advertising director, the 
Frazer is being promoted as “the 
pride of Willow Run.” It has “the 
beauty and distinction of custom 
car styling.” The approach for the 


wide viata 


Kaisers is more solid and practica] 
It emphasizes “the thrill of accom- 
plishment” in the dam and ship 
building spirit of Henry J. Kaiser 


ws It would be hard to find tw 
men in these United States whose 
personalities appear to clash more 
than those of Walter Winchell and 
Edgar Kaiser. Several long and 
close associates of Edgar threw up 
their hands when I asked them 
about it. But Edgar told me that 
he was “satisfied with the Winchel! 
deal.” 

Winchell’s consistently high 
Hooperatings carry weight. 

But Hank Swartwood, advertis- 
ing director, pointed out that, even 
with Winchell regularly on ABC 
across the board, a fairly heayy 
spot campaign, and an occasional 
television flier, such as for the 
election returns on 11 ABC sta- 
tions next month, broadcast adver- 
tising will take only 20 to 30% of 
the 1949 total. Some 2,600 weekly 
and 1,100 daily newspapers will 
claim 35% of it. Campaigns in a 
dozen magazines and farm paper: 
will get 17%, and other medi: 
ranging from outdoor spectacular 
to business papers will get the rest 


a This $7,000,000 plus total, Swart- 
wood explained, is “commission- 
able” advertising, by the factory 
based primarily on the number o! 
cars actually sold. It does not in- 
clude the dealers’ own advertising 
nor at least 10,250,000 promotion 
pieces being distributed to dealers 
through Norris Nash’s department 

K-F moved early into television 
Its “Amateur Hour,” last spring 
probably was the “biggest” regula! 
video program up to that time 
The election telecast will involve 
the first use of the coaxial cable 
in the Middle West—the two and 
one-half to four-hour program 
originating in both Chicago and 
New York. 

Swartwood pointed out, how- 
ever, that “K-F is not yet sold om 
television as a consistent, regulal 
medium. It’s too costly. But w 
think it’s worth while for specié 
one-time shots.” 


s Four thousand separate sp0§ 
are now being used on 100 maj 
stations to introduce the new m0é 
els—the Kaiser campaign em lo) 
ing rhymed variations of “10 
Yessiree! It’s a Kaiser for m«|” 
An incidental new “mediu'n” 4 
the introduction by Toy Fou: ders 
Inc., Detroit, of a toy Kaiser co! 
vertible car, to be sold th: oué! 
toy stores and K-F dealers at 2.9 
The little car, operated by a sprins 
motor, boasts three speeds for at" 
reverse, hand brake and a st: -rlns 
wheel that steers. Toy Fov ide! 
spent $35,000 on the plasti dé 
for it. Production is expectec ‘0 
1,000 a day. 
s Sales promotion operation 
der Nash, are expanding. In 19 
the company prepared and s !d' 
dealers their first direct mai! °2™ 
paign. This eight-piece seri > 
a circulation of 850,000. An ale 
orate announcement kit fo ™ 
new cars brought orders fo! * 
ri r 


kits at $98 each, plus 3,600 
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‘or individual items in it. The 
ompany spent more than $100,000 
n a super “swatch book” of fab- 
ics available in the cars. Another 
ew project in the sales promotion 
ill is the first of a series of two- 
eel, color institutional films by 
erry Fairbanks, Hollywood, on 
‘he K-F organization as creators 
ond builders, for showing before 
ub, school, church and other 
groups. 
The wide list of functions in the 
s p. part of “Prasp” include travel- 
ing displays for dealer use at state 
fairs, with a combined circulation 
of 14,000,000 in 1948; a series of 12 
booklets on “Selling Is My Busi- 
ness,” produced by Sarra, Inc., for 
dealers’ salesmen, and a new archi- 
tectural service for dealers. 


a “Prasp” serves all departments 
of K-F and all its dealers, but the 
way the departments of Babbitt, 
Swartwood and Nash work to- 
gether can be dramatized best, 
perhaps, by a recent emergency. 

At 4 p.m. on Thursday, Aug. 5, 
a fire broke out in the paint shop 
of Klein Motors, K-F distributor 
at New Orleans. Spreading rap- 
idly, it destroyed everything in 
the building but the concrete floor. 
Fortunately, 26 cars received the 
day before were safe in a separate 
warehouse. 

K-F got word at Willow Run that 
evening and “Prasp” moved in. 
That weekend the parts depart- 
ment prepared 915 separate items 
needed by this distributor and 
his dealers, which were shipped by 
air cargo on Monday, Aug. 9. On 
Aug. 10 Klein had set up his serv- 
ice and parts department in a 
used car lot and was back in 
business. The PR department re- 
leased stories to New Orleans 
newspapers announcing the fact. 
The advertising department rushed 
special newspaper copy on it to 
the Klein company. Architectural 
service members were flown to 
New Orleans to draft plans for 

iew building, construction of 
which is now under way. 


s “Prasp” came into being last 
March when Swartwood was 
brought from the West Coast to be 
K-F’s first advertising director. 
3abbitt and Nash had then han- 
lled public relations and sales pro- 
motion at K-F for two years, but 
advertising had been essentially a 
function of the Swaney agency, 
under the sales department. 

None of the three who direct 
“Prasp” had had automobile ex- 
perience before joining K-F. Nash 
and Babbitt were PR directors at 
Kaiser shipyards at Richmond, 
Cal, and Portland, Ore., and 
Swartwood, long in radio on the 
West Coast, more recently was ad- 
vertising and public relations con- 
sultant to Henry J. Kaiser Co., 
Oakland. 


« K-F’s directors approve a lump 
budget for “Prasp,” and this is 
then broken down separately for 
the three departments. The three 
‘onsult with one another on major 
steps to be taken by their own de- 
partments. Talking with all three 
of them, separately and together, 
llearned that “usually the depart- 
men’ head prevails.” They claim a 
‘surprising unanimity. Nash said, 
“On'y once have we failed to 
agre..” In the absence of one the 
tthe s can function over his de- 
bart: nent. 

Sv artwood appears to be the 
Mos aggressive. Babbitt and Nash 


’ is “closest” of the three to 
Edge Kaiser. Their departments 
: parate now but when a third 
“0or of the administration build- 
gi: completed, in October, they 
will ll move together. 

_At a five-day conference of re- 
“on: sales and service managers 
* V llow Run in late August, 
whic coincided with the showing 
* th» new cars to distributors, 


HIERARCHY—Edgar Kaiser (right) seemed to be doing most of the talking, that 

warm day in late August when the 1949 Kaisers and Frazers were unveiled to 

distributors at Willow Run. Left to right: Joseph W. Frazer, president; Walter de 
Martini, sales director, and a rear view of Henry J. Kaiser Sr. 


joint presentation. phasized by K-F is the 200-man 
But usually they have enough| field service organization. Each 
to do within their own baliwicks.| dealer and distributor has a full 
One department strongly em-| line of parts and the service force, 


said Fred R. Cooper, v. p. for sales, 
“can meet any situation, anywhere, 
within 48 hours.” And he showed 
on a map how this applies even in 
the farther reaches of Nevada or 
New Mexico. 

Under the new car warranty of 
90 days or 4,000 miles of free serv- 
ice and replacements, K-F for- 
merly paid the dealer for replaced 
parts and—like the rest of the in- 
dustry—paid him 50% of labor 
costs. Since July 1, Cooper pointed 
out, K-F is paying 100% of labor 
costs. If anything, the service is 
better than before because the 
dealer makes some “profit” on it. 

A few weeks ago, a transconti- 
nental motorist ran into trouble at 
Harvey, Ill. Not knowing how to 
reach the nearest dealer, he called 
Cooper at Willow Run at 7:30 p.m. 
Cooper called the dealer and had 
the motorist on his way within five 
hours. 


ws Like every other manufacturer, 
K-F must get people to try and 
thén to buy its products, and then 


eae == 


~ 69 


to keep on buying them. Of 4,020 
people interviewed in a nation- 
wide survey last spring, 71% had 
not even ridden in a Kaiser or 
Frazer. Less than 2% had been 
contacted by a K-F salesman. On 
the other hand, 67% of K-F own- 


ers were found to like their cars _ 


better than previous cars. 
Principal reasons why K-F own- 


ers preferred these cars were, - 


in order, driving comfort, motor 
power, inside room, economical 


operation, safety features, style and ~ 


price. But the order of reasons 
varies in different parts of the 
country, 
changed with the new models. In 
a survey in Los Angeles in August 
styling ranked first. 

The relatively greater popular- 
ity of Kaisers and Frazers among 


farmers than other professional ” 


and business groups is due both to 
the fact that farmers are prosper- 
ous and the fact that K-F dealer 


and probably will be — 


. 


coverage is better in smaller com- 


munities. 
Of all 4,300 dealers, 29.2% are 


AN AUTUMN DAY HAS IT... 


evening newspaper. 
young, up-and-doing Chicagoans. 


in Chicago. 


ae 


‘al, Yank and Norrie put on a 


EVENING CIRCULATION OVER 500,000—SUNDAY OVER A MILLION 


Fresh, exhilarating crispness. The Herald-American has it. That’s why more men and 
women between the ages of 15 and 50* read the Herald-American than any other Chicago 


The mental lift of thought provoking editorials, features that stimulate ideas and reporting 
that is clear, crisp, concise, give the Herald-American an air of refreshment that appeals to 


In the Herald-American, your advertising reaches Chicago’s most active market—the young 
able-to-buy families in the process of accumulation—the largest evening newspaper audience 


*A complete analysis of the Herald-American readership, including Age, Sex, Employment, 
Rentals and Family Status is available to advertisers in a recent study by Alfred Politz 
Research, Inc. Write for your copy of “Characteristics of Chicago Herald-American 
Readers.” It contains the answer to more profitable coverage of the rich Chicago market. 


CHICAGO HERALD-AMERICAN 


EVENING AND SUNDAY—when the whole family is together 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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in towns of less than 2,500 popula- 
tion, and 36.1% more are in towns 
of 2,500 to 10,000. In other pop- 
ulation brackets the proportions 
are: 10-25,000, 16.6%; 25-50,000, 
7.3%; 50-100,000, 3.7%, and more 
than 100,000, 7.1%. 


“Our main concern,” Cooper 


” said, “is the major markets.” 


f CAPPEL MAC DONALD and C 


ee 


» Brovth-6 


Actually, today, K-F has fewer 
dealers than the 4,398 of May, 1946 
—signed on a wave of K-F pub- 
licity after introduction of the first 
hand-made models at the Waldorf- 
Astoria in January, 1946, and be- 
fore the Willow Run lines started 
rolling in July of that year. 


s Not all of those dealers meas- 
ured up to K-F standards. Some 
dropped out voluntarily. In the 15 
months since July, 1947, the com- 
pany has added 1,900 dealer ac- 
counts and has terminated 900. Mr. 
Cooper believes the organization 
is stronger than ever now on the 
threefold basis of finances, facil- 


CHURCH PROPERTY 


ADMINISTRATION 


. 


ities and merchandising ability. 
“Although about 25% of them 
never had been in the automobile 
business before,” he explained, “all 
of them were in some form of 
selling.” 

Whether because K-F cars were 
new and therefore less in demand, 
or because the company’s ethics 
were higher and its screening and 
policing of dealers more thorough, 
both Cooper and Leslie P. Randall, 
New York district manager, em- 
phasized that “our dealers have 
made no under-the-table deals” 
and that “we have no black mar- 
ket problem.” 

K-F has passed the stage where, 
in effect, it was merely supplying 
the needs of motorists who couldn’t 
get Buicks or DeSotos or Mercurys. 
It has moved from the defensive 
to the offensive. 

As one K-F executive said: “The 
sooner this automobile business 
becomes really competitive, the 
more we're going to like it. We’ve 
been competitive all along.” 


Four A’‘s Hears 
Pleas for More 


Merchandising 


Ethics of Advertising 
Also Aired at Central 
Council’s Meeting 


Cuicaco—Advertising can cre- 
ate consumer acceptance and per- 
haps consumer preference, but it 
cannot create demand, Alex Rog- 
ers, advertising manager of Libby, 
McNeill & Libby, and chairman of 
the distribution committee of the 
Association of National Adver- 
tisers, told the meeting of the Cen- 
tral Council, American Association 
of Advertising Agencies, Oct. 8. 

Only merchandising and store 
tie-ups can make consumer ac- 


ver the 
more over mer. 
achool for the - But 
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HELPING TO KEEP YOUTH’S INTEREST 


re! 
wie 


Some of the “extra curricular” activities 


by The Detroit Free Press which help 
hold the interest of young people and 


their parents. 


@ QUIZDOWN—Now in its fourth year, 
embracing 4th, 5th and 6th graders in 
public and parochial schools, broadcast 
each Saturday through Radio Station 


WXYZ. 


@ DEBATING—Offers $2,500 university 
scholarship and other awards for pro- 


ficiency in debating in Michigan high 
schools in cooperation with the Michigan 
High School Forensic Association of the 
University of Michigan. 


, 


are has its pages . . . so does sports 


... and finance ... and the theatre. 


But what is more important than youth? 


department of Michigan State College. 


@ TRAFFIC SAFETY CONTESTS—Con- 


ducted in Detroit's high schools and run 
by the students themselves with suitable 
school awards, and trips for top rank- 


ing students. 


ya ere ea 


We couldn’t think of anything more important, so 
we created a “Junior Journal” page, which runs 
every Saturday, devoted exclusively to the teen- 
agers of Detroit. They are buyers now... and future 


buyers of great promise which helps advertising. 


@ TROPHY FOR HIGH SCHOOL PAPERS—Award by 
John S. Knight each year to the best high school 
paper, presented in cooperation with the journalism 


The Betvoit Free Dress 
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ceptance or preference pay off a 
the cash register, he said, in urgin; 
that agencies individually, as wel 
as collectively through the Fou: 
A’s, develop more and better mer- 
chandising service for their cli- 
ents. 


ws Advertisers are keenly inter 
ested in merchandising and ir 
store tie-ups, he said, but mos 
of them feel that their agencie: 
are not providing satisfactory ser- 
vice in this respect. To bolster hi 
claim Mr. Rogers revealed re 
sults of a questionnaire which hi 
committee sent to ANA members 
and which produced “phenomena 
returns,” thus demonstrating the 
keen interest of advertisers in the 
subject, he said. 

The questionnaire drew replies 
from about 220 ANA members, 
90% of whom said they welcomed, 
or would welcome, agency service 
in merchandising their advertising. 
Only 38%, however, felt that their 
agencies were “keenly” interested 
in merchandising their advertising, 
46% thought they were “moder- 
ately” interested, 15% thought 
they were “little” interested, and 
1% thought they were not at all 
interested. 

In answer to the question, “How 
often does your agency prepare 
merchandising materials for you, 
such as salesmen’s portfolios, 
dealer mailing pieces, easel pre- 


sentations, etc.?”, 33% said “of- 
ten,” 44% said “occasionally,” 
20% said “seldom” and 3% said 
“never.” 


= Two thirds of the advertisers 
said their agencies rendered such 
service “only when requested,” 
while the other third said their 
agencies volunteered the service. 


ported the caliber of their agencies’ 
work in this field as “very satis- 
factory,” while 58% classified it as 
“satisfactory,” and 5% found it 
“unsatisfactory.” 

To the question, “Does your 
agency have anyone on its gen- 
eral staff who specializes in this 
kind of service to clients?” 42% 
said yes, 36% said no, and 22% 
did not know. 

The lack of complete merchan- 
dising effort to back up the ad- 
vertising, which Mr. Rogers de- 
fined as “the greatest waste in ad- 
vertising,” must be met by more 
merchandising thinking and action 
on the part of agencies, Mr. Rogers 
said. He urged all agencies to im- 
prove their service in this regard, 
to see that all their clients got it, 
and to make sure that merchandis- 
ing suggestions accompany every 
major advertising suggestion. He 
also urged the Four A’s to form a 
merchandising committee to work 
with the ANA committee in ‘he 
development of specific projects 
in this field. 


ws A feature of the meeting, pre- 
sided over by Fergus Mead of the 
Buchen Co., who is chairman of 
the Central Council, was the p:es- 
ence of the national board of di- 
rectors, including Thomas D’Arcy 
Brophy, Kenyon & Eckhedt, 
chairman of the board, Claré ice 
Goshorn, Benton & Bowles, v e- 
chairman, and Frederic R. G 
ble, president. Mr. Goshorn 
cussed the work of the Four 
committee on improving the « 0n- 
tent of advertising, revealed 
whenever two members comp 
about the same piece of copy « 
sent to the originating agency 
comment, and that a surprisi’ ly 
fine spirit of cooperation in acc 
ing criticism has been in evide ce 

Mr. Brophy voiced a strong > 
lief in the commission system, ‘"° 
asserted that even though it 14) 
be necessary to raise the rat 
commission to cover the m ti 
plicity of services which are | 
demanded, operation of the | '5' 
ness on any other system of « 
pensation would be ruinous. ° 


Gamble reviewed the multi! 


More than one third (37%) re- 
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\T NEW YORK CONFERENCE—Attending the American Association of Newspaper 
2epresentatives Food Editors’ Conference in New York were (left to right): Esther 
4all, San Francisco Chronicle; Marie MacDonald, Wichita Beacon; H. N. Riley, vice- 
oresident in charge of manufacturing, H. J. Heinz Co.; H. J. Heinz II, president of 
the food company; George J. Aver, vice-president and sales manager, Moloney, Regan 
& Schmitt, and Ernest Mennell, assistant sales manager, Moloney, Regan & Schmitt. 


television of National Broadcasting 
Co., showed slides, kinescope re- 
cordings and a variety of television 
commercials to bring the admen 
up to date on this fast-growing 
medium. 

Television is no longer in the 
future, he said; it is here, and by 
the end of next year will be a truly 
mass medium. He showed an im- 
aginary “rate card” for the NBC 
interconnected TV network as it 
will exist in July 1, 1949, and 
stressed that while the “rate card” 
was imaginary, it probably would 
actually be within a few per cent 


of the figures he showed. 

For a network connecting 834,- 
000 video families, he showed a 
rate of $5,195, with the network 
covering the present East Coast 
net, and the recently opened Mid- 
west net. 


Universal Changes to Lily 

The Universal Paper Products 
Co. Ltd., Toronto, has changed 
its name to Lily Cups Ltd., in line 
with the expansion program of 
the company tying in with well 
known products of its parent com- 
pany, the Lily-Tulip Cup Corp., 
New York. 
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Flint Agency Names Kahn 

Ezra Kahn, formerly with the 
New York Post Home News, has 
been named an account executive 
of Flint Advertising Associates, 
New York. 


431 6. Dearborn St., Chicago 5, INinois 
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nous activities of the association, 
with the aid of a series of slides. 

‘How top management feels 
about advertising’, discussed by 
Leo Burnett, is reported in full 
text elsewhere in this issue. 


s R. Neison W. Harris, president, 
Toni Co., reviewed the fabulous 
Toni story, emphasizing that the 
company has grown from “three 
girls and myself” in 1944 to an or- 
ganization of close to 1,000 people, 
which is now “the largest cosmetic 
business in the country, dollar- 
wise.” Currently Toni advertising 
is running at the rate of more 
than $7,500,000, with about $5,000,- 
000 in radio, he said, “but word of 
mouth advertising is still our 
greatest selling force.” 

The company is now doing more 
than 90% of all home permanent 
business, he said, and is accounting 
for about 1% of all sales of chain 
drug stores. Toni Creme shampoo, 
he reported, has already captured 
more than 11% of that market, 
and presently is in third place, 
following Prell and Lustre Creme. 


F. Barry Ryan Jr., president of 
Ruthrauff & Ryan, told the group 
that the basic principle of knowing 
human behavior is a positive pre- 
requisite to writing effective ad- 
vertising, and that constant watch- 
fulness over behavior trends means 
an almost positive ability to pre- 
dict returns on a copy theme. 


ws He emphasizes that a careful 
watch over all areas of human be- 
havior which resemble the problem 
of stimulating buying action can 
be most helpful, instancing the 
development of comic strip adver- 
tising after editors had discovered 
the tremendous pull of comics on 
readers. He also took occasion to 
deprecate the assertion that nega- 
tive copy appeals should not be 
used, asserting that negative ap- 
peals are common in all efforts to 
influence people. Magazines, news- 
papers and even religious writings 
are full of negative appeals, he 
said, which obviously have the 
proper effect on their audiences. 

At the dinner session, Sidney N. 


Strotz, vice-president in charge of 
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Appoints A. C. Nielsen 


Arthur C. Nielsen, founder 
and president of A. C. Nielsen Co., 
Chicago, has been appointed chair- 
man of the committee on distribu- 
tion of the United States Asso- 
ciates of the International Cham- 
ber of Commerce. He succeeds 
Thomas B. McCabe, president of 
Scott Paper Co., who resigned to 
become chairman of the Federal 
Reserve Board. 


remember 


Business 


NAB, Networks 
Argue Giveaway 
Issue Tuesday 


WASHINGTON—Radio’s giveaways 
will have their “day in court” 
Tuesday (Oct. 19) when FCC 
holds a one-day oral argument on 
proposed rules classifying popular 
forms of telephone quizzes as il- 
legal lotteries. 

Nearly a score of irate broad- 
casters and producers have filed 
statements with the commission 
contending that the proposed reg- 
ulation goes a long way toward ex- 
tending the existing legal concept 
of lottery. 

A carefully documented NAB 
brief denies that the telephone 
quiz can be considered a lottery 


under the existing law. It charges 
that FCC’s effort to kill the give- 
aways constitutes a breach of free- 
dom of speech. 


ws Chief burden of defending give- 
aways Tuesday will probably fall 
on NAB, and on ABC, whose give- 
away lineup includes the $2,000,- 
000 sensation, “Stop the Music.” 

CBS has also questioned the le- 
gality of FCC’s proposed action, 
and NBC is asking that the control 
of giveaways be left to the indus- 
try itself. 

Not all the briefs are unsym- 
pathetic to the commission. An 
exhaustive statement by WITH, 
independent Baltimore station, is 
all-out for the proposals, warning 
that the growth and development 
of giveaways, left unchecked, will 
lower the standard of programs 
throughout the country. 

Bearing the signature of former 
FCC chairman Paul Porter, among 
others, the WITH brief asks the 
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| ; 
The Creative Wan Corner | 


Jeeves, you haul in the mail every morning. I wish you’d 
read some of it—and tell me how you’d answer it. 

Take this letter, Jeeves. This is a letter from a contact 
man in an agency complimenting me on my good judgment { 
—because I happened to point out the particular excellences } 
of an advertisement that appeared over the name of one of 
his clients just a few weeks ago. 

A few months ago, Jeeves, this gentleman wrote a letter 
excoriating me—because I passed a critical comment on an 
advertisement that appeared over the name of another of 
his clients. 

As you know, Jeeves, I passed a few years in the agency . 
business—and am not unmindful of the touch-and-go re- 
lationship of most agencies and their clients. As you know, 
I am quite careful—when I criticize—to make clear that 
the criticism is purely “in my opinion.” As you also know, 
my sympathies are all with the agencies. 

As another of my correspondents recently pointed out, I 
can hardly be accused of knowing exactly what the “objec- 
tives” of a particular advertisement may be. Which is true. 
Jeeves. But whatever the objectives of a particular campaign 
may be, there is no excuse for an excessive use of cliches, no 
excuse for not making one’s self as clear and as convincing 
as possible. And this, Jeeves, has nothing whatsoever to do 
with the “objectives” of a campaign—unless those objectives 
be to put the reader to sleep or to leave him completely 
unconvinced of whatever advantages the product involved 
happens to enjoy. The objective of most trade magazines, 
Jeeves, that carry comment on advertising campaigns is to 
make the subscriber and the actual or potential purchaser 
of space “happy’—by publishing only complimentary gen- 
eralities on any campaign of his commented upon. 

I wonder, Jeeves, to just what degree agencies—and ad- 
vertisers—benefit from such indiscriminately tossed bou- 
quets. The oil lamp would never have passed, Jeeves, if 
someone had not found it less than satisfactory; nor would 
the gas jet; nor would fluorescent lighting have come to 
supplant the Edison bulb. 

It is only out of dissatisfaction, Jeeves, that progress 
ensues. There are even some advertising men who believe 
in this principle. Pass me another sheet of paper, Jeeves— 
I have a message for that select few. 
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commission “to create a competi- 
tive environment in its service 
area so that it will be free to ap- 
peal to its listeners solely on the 
quality of its service.” 

ABC’s brief says “Stop the Mu- 


United Artists 
Will Distribute 
Films for Video 


sic” contestants win by “drawing 
upon their knowledge of music, 
their memory for tunes and titles, 
and their faculty for concentra- 
tion.” 

“There is no greater element of 
chance in the program,” ABC 
says, “than the degree to which 
chance enters into all tests—prob- 
ably all human affairs.” 


s In a separate statement, Louis 
G. Cowan, Inc., “Stop the Music” 
producer, strikes at the conten- 
tion that giveaways involve “con- 
sideration”—one of the three es- 
sential legal elements of a lottery. 

“In a giveaway there is no 
chance for the listener to suffer 
financially or to lose any pecu- 
niary advantage,” the Cowan 
brief says. “Such acts as answer- 
ing the telephone or listening to 
the radio should be considered 
merely as conditions attached to 
a promise of a gift, and not in any 
way consideration.” 


New YorK—Another sign of the 
growing significance of television 
is the announcement by United 
Artists Corp. of its intention to set 
up an organization for television 
film distribution. 

United Artists, the first major 
film company to enter this field, 
has created a television sales de- 
partment, headed by John H. 
Mitchell, who formerly was with 
Erwin, Wasey & Co. and the Mu- 
tual network. 

The company has begun ‘the 
creation of a full film library of 
full length features and existing 
short subjects to be made available 
to agencies, sponsors, networks and 
stations. 


Cushman Appoints Dawes 

Barton B. Dawes, formerly 
rector of sales of Jacobsen \Ifg 
Co., Racine, Wis., has been nan 
director of sales of Cushman Motor 
Works, Inc., Lincoln, Neb. He will 
direct the sales of Cushman n 
scooters, Husky and Cub gas 
engines and industrial castin 
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WELCOME—Niles Trammell, president of 

NBC, makes the address of welcome at 

the opening luncheon of the NBC con- 

vention in Sun Valley. Ken R. Dyke, ad- 

ministrative vice-president of the net, is 
sitting next to the speaker. 


Plans for ‘Junior 
Joske’s’ Announced 
by NAB’s Mitchell 


Fort WortH—Possibility of the 
roadcasting industry’s setting up 
its own audience measurement in- 
trumentality was raised at the 
jJational Association of Broadcast- 
rs’ district meeting here October 
4 and 5. 

Station representatives from 
hroughout Texas, comprising the 
3th NAB district, adopted a res- 
lution requesting that the presi- 
ient and board of directors of the 
sssociation “appoint a committee 

) conduct an exhaustive study of 
he entire problem of audience 
neasurement and make a report 
o the membership of NAB regard- 
ng the possibilities of industry 
wned and controlled research 
budience measurement.” 

Maurice Mitchell, new NAB di- 
ector of broadcast advertising, 
peaking to a district meeting for 
he first time, reported that his de- 
artment had plans for a series of 
junior Joske’s” in various parts of 
he country. Smaller establish- 
nents would study results of radio 
dvertising methodically after the 
anner of Joske’s department 


tore of San Antonio. 
NAB will soon issue its first 
ealer-cooperative study since 


942, Mr. Mitchell announced. It 
Elso plans a revised edition of the 
AB sales manual. Work will also 
egin on development of a case- 
istory exchange of successful ra- 
tio advertising. 

Hugh Feltis, president of Broad- 
ast Measurement Bureau, point- 
ng to the value of the service to 
ubscribing stations, reported that 
us New York office sold $20,000 
‘orth of BMB reports to agencies 
ast year. 

He said a newly established tele- 
Ision committee in BMB would 
‘art with an attempt to find out 


*W many sets are in use. Esti- 
nates, he said, are “wildly” 
vergent. 


C&éB Names Carter V. P. 


ive Nelson Carter has been elected 
bel lcc-president of Foote, Cone & 
s. iding. He is supervisor of the 
t200) Bunk: st account and has been with 
: in “zency’s Los Angeles office 
ore Nee 1939, 
rue ego Quits Willson Post 


Elizabeth F. Trego has resigned 
> “dv ertising manager of Willson 
‘ores ts, Inc., Reading, Pa., manu- 
‘cturer of sun glasses and indus- 
_ ifety equipment. Her suc- 
“sor has not been named. 


FIND ERS 


"*dding Group to Meet 
The 


Beda National Association of 
. ding Manufacturers will hold 
4, { annual convention and 
" le 


market at the Stevens 


“lel, Chicago, Nov. 15-18. 


O’Mara & Ormsbee, 
Newspaper Ad Execs 
Talk over Problems 


Cuicaco—The idea has plenty 
of merit, O’Mara & Ormsbee ex- 
ecutives say, and the newspaper 
representative will continue to 
hold informal conferences with 
general advertising department 
heads of the dailies it serves. 


O’Mara & Ormsbee, which held 
the first meeting two years ago, 
recently invited the newspaper 
ad executives here for a second 
parley, to discuss common prob- 
lems with L. H. Brownholtz, O&O 
president, and other members of 
the firm. Sessions were under the 
direction of J. R. Doig, O&O sales 
manager, and were attended by ad 
chiefs of papers from coast to 
coast. 


The meeting is intended to cor- 
relate more closely the work of 
the dailies and O’Mara & Ormsbee 
offices in New York, Chicago, De- 
troit, Los Angeles and San Fran- 
cisco. The two-day 
included discussions on national 


advertising; consumer research of | 


the type conducted by the Mil- 
waukee Journal; merchandising; 
development of run-of-paper color 
advertising; promotional activities, 


and betterment of sales forces. 


(Simpson-REILLy, 


conference | 


SINCE 


_SAN FRANCISCO RUSS BUILDIN 
\ SEATTLE NEW WORLD LIFE 


LTD 


_ Publishers Representatives 


‘LOS ANGELES GARFIBLD BUILDING 


on 


‘s stor Republic Rocttord = : 


Just released ... the third annual survey of “How Rockford 


Consumers Buy” . . . a study of buying habits, brand preferences, 


ownership, and dealer distribution in numerous classifications. 


pris Get the facts on the market that has consistently led all Illinois 


more than two and one-half years. 


% 
pe a 
4 a 

yee 
= #3 
Race 
él 2 
: e 
‘ey a 
, - 
be “ 
¢ 

M4 

i 

is 

bad 

ig 

Bom 

$ 

ee: 

fe 


“ie aa 


fa Gree Cony 


122,601 cnr zone 


ABC 


et at ee eee SOS pa 


Write today. 


cities, in percentage gains on retail sales and services, for 


to advertising agencies, manufacturers and 
sales managers. 
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a ROCKFORD MORNING STAR 
: Rockford Register-Republic 
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Ohio Newspapermen Elect 

R. Kenneth Kerr, publisher of 
the Eagle-Gazette, Lancaster, O., 
has been elected president of the 
Ohio Select List of Newspapers, 


succeeding R. L. Heminger, pub- 
lisher of the Republican-Courier, 
Findlay. Frank Spencer, publisher 
of the Advocate & American and 
Tribune, Newark, has been named 
vice-president. 


SCRANTON 


Where general business 

is 16% better this year 
compared with last... 

where factory payrolls are 

up 10% over 1947...and 

where the anthracite production 
index stands at 212... 


(All figures from September 1, 1948, 


Pennsylvania Business Survey.) 


THE SCRANTON TIMES 


Scranton’s First Paper for Half a Century 


© FIRST IN NEWS 


@ FIRST IN CIRCULATION 
@ FIRST IN ADVERTISING 


George A. McDevitt Co., National Reps. 
New York, Chicago, Philadelphia, Detroit, Cleveland 


MODERN DISPLAY—A mechanized puppet show, complete with 
electronically controlled sound and action, was woven into this 
modernistic display of Abbott Laboratories at the American Hos- 


Synchronized Puppets 
Talk Abbott Lab Story 


Pharmaceutical House 
Develops New Method 
for Convention Use 


NortaH Cxuicaco, Itt.—A _ cast 
of lifelike, electronically-operated 
puppets spoke, laughed, gestured 
and drew capacity crowds all week 
long to Abbott Laboratories’ ex- 
hibit at the 50th anniversary meet- 
ing of the American Hospital Asso- 
ciation in Atlantic City the week 
of Sept. 20. 

The puppets were featured in a 
short dramatic production entitled 
“The Return of James S. Knowles.” 
Knowles was the association’s first 
president, and the skit depicted 


a 
: 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 


a" 


Walter Johnson, Assistant Gen. Mgr.—Sls.Mor. 


WTIC’s 50,000 watts represented nationally by Weed & Co. 


his return to earth in an attempt 
to learn the developments in medi- 
cine the last 50 years. Other 
characters were the hospital super- 
intendent, a resident physician, the 
superintendent of nurses and a 
surgical nurse. 

The skit ostensibly was an at- 


pital Association convention. The “puppet theater,’ 
a 10-minute sound show three times an hour, is located under 
the cutout “Abbott” sign just to the right of center in the photo. 


’ 


which put on 


tention-getting device for Abboti’s 
display, but it also introduced cer- 
tain Abbott products to the hos- 
pital personnel attending the 
convention. 

As the skit opened, Knowles was 
discussing methods of anesthesia 
with the resident physician. This 
led logically to an introduction of 
an Abbott anesthetic and a brief 
resume of its advantages. 

Interspersed with humor and 
human interest, the skit rapidly 
moved on through a recapitulation 


PHONE: STate 2-5977 


and backgrounds, point-of-sale pieces. 
And YOU save because there's no 

additional art work or composition cost 
the way we do it! 


WRITE TODAY FOR OUR FREE COLOR 
BLOW-UP PACKET AND SEE ACTUAL 
EXAMPLES OF WHAT WE'RE DOING 
FOR MANY NATIONAL ADVERTISERS 
AT SURPRISINGLY LOW COST! 


ee @e 

a] 

Y 

* 

et Bs 2 e 

Here Is An Idea! ©» 

Let us make quantity color e 
blow-ups of your four-color ads— 

they're perfect for window streamers @ ye 
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Wy RAPID COPY SERVICE P 


123 North Wacker. Drive 
Chicago 6, Illinois 


PAPER BOX MAKERS 


i 1007 


PRINTER 


DEALERS 


ELECTROTYPERS 


PAPER CONVERTERS 


aah 


By Bam 
” 


STATION 


"PRIVATE PLANT 


Me GRAPHIC ARTS MONTHL 
606 S. DEARBORN ST. [44,¥ CHICAGO 5, LINO: 
" the World's Most Widely Read Graphic Arts Magezi’ 
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of the development of blood banks 
and transfusion, and from there 
on to the growing importance of 
intravenous therapy. (“Oh yes, 
Mr. Knowles, today it’s a simple 
matter to give a patient a beef- 
steak intravenously.”) This set the 
stage for the introduction of an 
intravenous solution made by 
Abbott. 


s The skit also called attention to 
two professional films Abbott of- 
fers to hospital groups. Movies 
were unknown to Knowles, and 
it required an ex-army nurse’s 
emphatic “Roger!” to convince 
him that the flickers are here to 
stay. As the skit was closing, the 
hospital superintendent asked him 
if he would like to see one of the 
films. Knowles replied: “Gentle- 
men, I’d be delighted. Or should 
I say ‘Roger?’” 

Abbott has no agency and the 
skit was written by its advertising 
department. Production was han- 
dled by Gardner Displays, Chicago. 
After the skit was recorded—a 
professional group in Pittsburgh 
read the lines—came the big job 
of synchronizing sound and move- 
ment. 

Each figure was controlled by a 
separate motor activated by a 
micro-switch or relay switch. 
When the sound unit reached a 
point where a certain figure was 
to be animated, a projecting arm 
on the record flicked the switch 
that caused the figure to make any 
predetermined gesture. 

The lip animation of each figure 
was controlled separately by an 
electrical impulse from the sound 
unit. Lip movement was synchro- 
nized by means of the vowel 
sounds, which set the characters 
to talking by the same sort of im- 
pulse that controls telephone com- 
pany displays where you can “see 
your voice.” 


= Fach gesture or lip movement 
was carefully dubbed into its 
proper place in the script. Then a 
master recording was made—com- 
plete with the series of micro- 
switches. When the show was run 
off, the operation was completely 
automatic. The show ran about 
10 minutes and was _ exhibited 
three times an hour. The figures 
are about two feet tall. Stage open- 
ing is about three by six feet. 

Abbott hit upon the idea of a 
puppet-enacted drama in 1947 
when it used a similar show to 
draw attention to its exhibit at 
the 100th anniversary meeting of 
the American Medical Association. 
The idea grew from the original 
thought of presenting a historical 
diorama. Doctors at the conven- 
tion spoke so highly of the show 
that it was decided to use a similar 
one at this year’s hospital conven- 
tion. 


Russell Names Malcom 


H. A. Malcom, formerly general 
sales manager of the Airtemp divi- 
sion of Chrysler Corp., has been 
hamed sales manager of the Rusco 
awning division of F. C. Russell 
Co., Cleveland. 


fohlman Joins Durstine 


Ciem W. Kohlman, former ac- 
count executive at Grey Advertis- 
Ing, New York, has joined Roy S. 
Durstine, Inc., New York, as an ac- 
court executive on package goods. 


WN'R to Avery-Knodel 


WNJR, Newark, N. J., has ap- 
boin ed Avery-Knodel Inc., as its 
Nati-nal sales representative. 


Btisocher Agency Changes 
None; 2 Named V. P.s 


Br sacher, Van Norden & Staff, 
San Francisco, Los Angeles and 
New York, has changed its name 
© irisacher, Wheeler & Staff. 
_ Brisacher is_ president; 
fan’ lin C. Wheeler continues as 
fxec\ tive vice-president, and Rob- 
ftt'l Van Norden, formerly vice- 
esi ent and manager of the Los 


THEY SPEAK FOR ABBOTT—Two-foot puppet characters used by Abbott Laboratories 
in a mechanized, synchronized-with-sound production as part of the pharmaceutical 
manufacturer’s display at the American Hospital Association convention. 


retary and copy chief, and Walton 
Purdom, treasurer, have been 
elected vice-presidents. 


Francisco as head of business de- 
velopment activities. 
A. McKie Donnan, formerly sec- 


Fla. Citrus Commission 
to Spend $2,000,000 


The Florida Citrus Commission, 
Lakeland, Fla., will spend $2,000,- 
000 for advertising the state’s fresh 
and canned fruits, the first simul- 
taneous promotion for both prod- 
ucts. Approximately $800,000 will 
be spent in magazines, $400,000 in 
newspapers, $100,000 in radio and 
$400,000 for dealer contact service. 

The agency is Benton & Bowles, 
Lakeland. 


Schedules Kraut Promotion 


The National Kraut Packers As- 
sociation has announced that Na- 
tional Kraut and “Frankfurter 
Week will be Feb. 3-12. Publicity 
and merchandising programs by 
kraut packers and national adver- 
tising by the Can Manufacturers 
Institute have been planned. In- 
dividual meat packers as well as 
the American Meat Institute also 
will help in promoting the event. 


Kellogg Considers Net Show 
Kellogg Co., Battle Creek, which 
has been out of network radio 
since the cancellation of “Break- 
fast in Hollywood” and Galen 


Drake on ABC, probably will 
begin testing a new daytime show 
on a limited network around the 
first of the year. Kenyon & Eck- 
hardt is working on the project 
now. An audience participation 
format is under consideration. 


Mandel Appoints Moser 


Jeannette Moser, formerly with 
Bloomingdale’s, New York, has 
been named sales promotion direc- 
tor of Mandel Brothers, Chicago. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Negroes apend 
10 billion dollars a year! If you 
food, drinks, jewelry, or ony other 


products to sell, reach this big b 
Public tag the Negro ~ —y 


magazines. Interstate Un News- 
papers, | 545 Fifth Ave., N. Y., can 
show you how advertising in these 


publications reap big mar and 
profits! Write us todas. — 
NOTE: We now have facts compiled by the 
mon ‘ snegoren Co. 4 America on brand 
nces of Negroes from coast to coast. 
Write now for this free latermation, 


Double-deck farm... 


Hamilton Nelson, Nicollet County, Minn. farmer put a “second story” 
on his soil by scientific fertilizing ... seeding grass and legumes with 


grain...and a ten year crop rotating program. 


Fertilizing and rotation give his grains a good start, weeds are 


choked by thick alfalfa, don’t have a chance... he can plant 2.5 to 

3 bu of oats per acre against 1 bu to 1.5 formerly... four kernels of 

corn to the hill instead of three, with space between rows squeezed down. 
Under Nelson’s program, oats yield 80-105 bu per acre against 


<> 


Ange'es office, returns to San 


45-50 formerly; corn 75-95 bu vs 50-60; alfalfa 3.5-4 tons in 3 cuttings, 
compared with 2.5-3 tons in 2 cuttings. With good grass and nutritious 
hay, his cows take 20% less grain than in pre-fertilizing days, to produce 
just as much butterfat. Last year nineteen head gave 6,468 Ibs of butterfat, 
nearly 190,000 lbs of milk. Nelson proves that keeping a good balance 
in the soil bank—makes it easy to accumulate a good bank balance! 
Advertising executives alert to better markets... read ‘“‘Double-deck 
Your Farm with Fertilizer,” page 60, Oct. SuccessrFuL FARMING... 


Most Missed Market... are the best U.S. farmers in the 15 Heart 
States... covered lightly by national magazines, but penetrated deeply 
by SuccEssFUL FARMING with more than 1,200,000 


SuccessFUL FarminG, Des Moines, New York, Chicago, Detroit, 
Cleveland, Atlanta, San Francisco, Los Angeles. 


Fri. Fish Fry...Stocked with fish, a one 
acre farm pond annually yields 100-200 
Ibs of tasty pan fish... ‘Grow Fish for 
Food and Fun,” page 34. 


- ——* 


Ostrich Eggs from Chickens... DeKalb 
breeders of hybrid hens developed a line 


of oversized eggs... will have to shrink 
size by crossing!... “Conquest of the 


Hybrid Hen,” page 33. 


circulation among farmers with best soil, best methods, best incomes. ..average 
1947 gross $9,890 without gov’t payments—$4,000 above farm average. 
Peak production and income, savings of the seven best years... make 
the SF audience today’s best class market! No advertising is national 
without this market and medium! Data and details, any office... 
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Advises ‘Sweeping Changes’ 
for Trademark Protection 

To the Editor: The report in the 
Sept. 20 issue of ADVERTISING AGE 
explaining Judge Ganey’s decision 
upholding Armour’s use of the 
color label will probably result in 
extended controversy among ad- 
vertising men. 

There is an interesting story be- 
hind the decision, and your know- 
ing it might clear up some most 
ambiguous legal points in the de- 
cision. 

The agreement of Jan. 6, 1934, 
between Carnation and Campbell 
was drawn up by me. At that time 
the test of unfair trade practices 
particularly concerning trademarks 
was as follows: “If an ordinary 
person exercising reasonable dili- 
gence would be led to believe that 
two similar trademarked products 
originated from the same source, 
then that would be unfair trade 
practice.” 

Actually, the Campbell-Carna- 
tion agreement began in Hamburg, 
Germany, where our (Carnation’s) 
attorney protested the application 
of a Campbell red-and-white 
trademark. Rather than go into 
extensive litigation, I proposed to 
Mr. Charles T. Lee, managing di- 
rector of Carnation’s export divi- 
sion, that no law suit be brought, 


but rather as good business men, 
both Campbell and Carnation make 
a business-like agreement, rather 
than a legal decision. 

As a result, and to alleviate legal 
difficulties, Carnation agreed to 
allow Campbell to use the red- 
and-white trademark in foreign 
countries on a license basis for the 
nominal fee of $1. 

Judge Ganey’s decision may be 
satisfactory for the United States, 
but trademark law must be pat- 
terned for justice throughout the 
world. Armour’s test of unfair 
trade practices has been frequent- 
ly brought in many foreign coun- 
tries. For example, color and iden- 
tifying color markings wield potent 
sales value in countries such as 
China, Japan and India. If Armour 
were unrestrictedly allowed to use 
the red-and-white label in all 
their products, that would cause 
extreme confusion in many foreign 
countries. For example, Campbell 
makes a baby food and packs it in 
red-and-white cans. Under this 
decision there is nothing to pre- 
vent Armour’s packing their baby 
food in red-and-white labeled cans. 
Armour produces an evaporated 
milk which in most stores is sold 
alongside Carnation. What would 
happen if Armour decided to pack 
their milk in red-and-white la- 
beled cans? 
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Can the national advertiser reach 


every newspaper reader in a rich 
metropolitan city area of over 
500,000 population for as little 
as 55c per line daily and 50c 
per line Sunday ? 


The Courier-Journal 
and Louisville Times 
give their advertisers 
15%-or-better cover- 
age in 70 counties of 
the rich Kentuckiana 


area. 


335,585 DAILY @ 268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


v 
hs 
v 
ee 


The agreement referred to by 
Judge Ganey was stated as “con- 
trary to public policy.” This actu- 
ally was never true. Rather to the 
contrary, each trademark owner 
must zealously defend his use of 
the trademark as a distinguishing 
factor, else the law would regard 
unrestricted use of a trademark as 
its having come into common use 
and become common property. 

This tenet was upheld in federal 
court in New York on a trademark 
suit brought by Libby, McNeill & 
Libby against Lever. Libby cer- 
tainly did not want to involve 
themselves in legal litigation, but 
Lever’s Spry triangular trademark 
rather closely approximated Lib- 
by’s label. To prevent common 
usage, Libby brought suit, which 
was decided in its favor. 

This Armour decision seems to 
upset traditional trademark prac- 
tices. However, it would not be 
advisable for responsible advertis- 
ers to adopt sweeping changes in 
view of this decision. 

JosEPH A. TOLAND, 
Director of Marketing Re- 


search, Statistical Research 
Co., Chicago. 
gee 


Bristol-Myers Takes 
‘Indictment’ to Heart 

To the Editor: In the Sept. 13 
issue of ADVERTISING AGE under the 
heading “Teleradio Man’s Corner” 
appears an unjustified indictment 
and lampooning of one of our re- 
cent “Mr. District Attorney” radio 
programs, “The Lucky Lady.” 

The writer of this article went 
to extreme lengths to make it ap- 
pear that there was a deliberate 
attempt on our part to impugn the 
honesty of all independent gasoline 
station operators and that it was 
also our intention to make it ap- 
pear that chain station operators 
were honest, and independent op- 
erators dishonest and willing to 
flim-flam their customers. 

Let me explain at the outset that 
this broadcast is based on an actual 
case that occurred last spring on 
the Boston Post Road in which 27 
gasoline station owners between 
New York and Boston actually 
bought such punchboards. The 
crooks, until they were appre- 


hended in Providence, operated 
exactly the way the script de- 
scribed except, of course, there was 
no murder in the plot. That was 
our own “District Attorney” tech- 
nique. 

Now, the reason that the crooks 
on the Boston Post Road really did 
work only on independent gasoline 
station operators was that they 
found from experience that the 
managers of chain stations had no 
right or authority to make pur- 
chases of this character and, there- 
fore, they were not good prospects. 
The independent dealers who 
owned their own businesses did, 
as you will see in 27 cases, buy the 
boards with the intention of flim- 
flamming the people that stopped 
at their stations for gas. 

Obviously, there are more than 
27 independent gas stations be- 
tween New York and Boston and, 
therefore, not every independent 
gasoline station fell for the crooked 
deal. Accordingly in the “District 
Attorney” script not all the inde- 
pendent private gasoline stations 
fell for the deal, nor did we imply 
in any way that they did. 

It is a fact that while this pro- 
gram reaches a good many million 
people, including thousands of in- 
dependent gasoline station opera- 
tors, we did not receive one single 
letter of complaint or criticism 
about this broadcast. 

It does seem, therefore, that the 
writer of this article really went 
out of his way in an attempt to 
put us in a false position with the 
readers of your newspaper in the 
advertising industry. 

J. M. ALLEN, 

Vice-President in Charge of 

Advertising, Bristol-Myers Co., 

New York. 


We are delighted to have Mr. 
Allen’s comments. We do not be- 
lieve that the Teleradio Man made 
any accusations at all in connection 
with Bristol-Myers. On the con- 
trary, he pointed out the impor- 
tance of checking script to make 
certain that no segment of the 
radio audience receives an impres- 
sion which the advertiser did not 
mean to convey. 


Says Men Buy the Wine 

To the Editor: I was quite sur- 
prised to read in the Sept. 6 Copy 
Cub’s quotation, “82% of all wine 
purchases are made by women.” 

Quite to the contrary, the Wine 
Advisory Board (California) and 
True magazine tell us two thirds to 
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three quarters of wine purchases 
are made by men. 

Is someone seeking help to sub- 
stantiate his poor media selection 
or are there more reliable sources 
of statistical information thai 
haven’t reached our attention? 

Will you kindly give us the an- 
swer to this? 

NorRMAN E. NoyEs, 
Los Angeles. 


Copy Cub says he got the figure 
out of an ad, and is perfectly wiil- 
ing to have it revised, if necessary. 


Creative Man’‘s Corner 


Reappears in Travelers Ad 
To the Editor: We are enclosing 
two proofs of the page advertise- 
ment which is to appear in two 
insurance trade journals: the 
Eastern Underwriter, New York, 


and the National Underwriter, 
Chicago. 

We plan to run these during the 
week of Oct. 11. 

I trust you will like the appear- 
ance of the setup. May I express 
our appreciation for your courtes) 
in giving us permission to run this 
article from your publication. 

EpwIn E. STERNs, 

Assistant Adv. Manager, The 

Travelers, Hartford, Conn. 


Woes of Small Agencies 
Get Further Airing 

To the Editor: Jim King’s lette: 
(AA, Sept. 27) regarding the diff- 
culties of the smaller agency in 
gaining recognition in certain 
unspecified spots strikes a respon 
sive chord. 

We have been operating as a 
agency for two years, serve a lis 


If you’re interested in a perfect 

contact — contact with your customer’s 
mind — it’s the one on the right. Better 
Homes & Gardens screens him for 

you with 100% 

living because home and family is his 

big interest in life. He’s looking 

for ideas and information in BH&G — 

is your ad there when he looks? 


America’s First Service Magazine 


service on better 


f 


baller Homes 
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of accounts large and _ varied 
enough to remove any possible 
suggestion that we are a “house” 
agency. In two years we have 
seldom failed to pay a bill in 10 
days or less regardless of discount 
pl ivileges. 

In approaching any new publi- 
cation or group we invariably offer 
cash in advance as a gesture of 
good faith. 

Yet the association to which Mr. 
King refers has steadfastly refused 
to admit that we are an agency, 
despite the fact that we have 
supplied them with voluminous 
and painstaking detail regarding 
our organization. 

Mrs. Copeland and I spent two 
solid days and nights compiling 
the required data and filling out 
the multitudinous forms and we 
offered the usual cash in advance. 
| would even deposit a lump sum 
of moderate proportions in the 
treasury of this association, to 
apply against placement. 

jut according to their rules, no 
recognition is possible without a 
certified statement of condition. 
The cost of such an audit (re- 
quired semi-annually) would re- 
quire the placement of several 
thousands of dollars’ worth of 
space yearly before it would be 
financially practicable. 

Therefore it becomes necessary 
for Mr. King and Mr. Copeland to 
violate the real spirit of agency 
operation by placing through 
another agency. 

Like Mr. King, I am in sincere 
accord with the need for control 
to prevent fly-by-night operation 
and other abuses of the commis- 
sion privilege. But this must be 
done with reason and intelligence 
and not by arbitrary dictatorship. 

We have practically complete 
recognition and acceptance from 
newspapers and magazines ll 
ver the country except in one 
locality—with extensive credit, 
considering our relatively small 
( i. And we don’t even ask for 
credit. 

However, to be perfectly fair 
bout the problem, Mr. King does 
our cause no good in his last para- 
sraph when he threatens to 
“remember” this disservice. Much 
though it hurts our pride and 
pocketbook, we have yet to steex 
in account away from a publica- 
tion merely because we do not 
have recognition there. Please, 
Jim, throw away your little black 
book and place your’space, now 
and when we break the cartel, 
strictly on the merits of the pub- 
lication and the needs of the 
client. 

I would like to invite Mr. King 
fo attend the winter meeting 

| the Midwestern Advertising 
Agency Network at the Edgewater 
Beach Hotel in Chicago on Nov. 
0 and 21. The problems of small 
and medium size agencies are dis- 
tussed and considered and _ this 
articular one will come in for its 
‘tare of attention. 
ALLAN J. COPELAND, 

Allan J. Copeland Advertising, 
Chicago. 


thinks ‘Forbes’ Survey 
Should Have Been Extended 

To the Editor: In the ApvertIs- 
‘6 Ace (Sept. 13, 1948) article 
‘garding the Forbes survey, I 
‘oul! wonder if it is any criterion 
‘ the business conduct of the 
mall advertising agencies? The 
‘vey certainly should have been 
tlen ied beyond the boundaries 
‘New York City. 

Acting for a small agency, Ad- 
trtis ng Associates, Louisville, on 
t. |, 1947, I sent the enclosed 
cle to 25 publishers . in 
“peration with the Advertising 
‘derstion of America campaign 
‘ell Advertising.” Four publish- 
‘replied and the Louisville 
iricr-Journal reprinted a por- 
“2 of the article. 

‘Q the files of Advertising Asso- 
“les are reprints which are al- | 


ways sent in answer to such in- 
quiries. The Forbes survey, in 
this instance, certainly was too 
limited to justify any conclusion. 
GEORGE KIEWERT, 

George Kiewert Organization, 

Louisville. 

Mr. Kiewert’s enclosure is an 
essay entitled “Our Need for Ad- 
vertising.” 


Milgram Holds the Line: 
He's Against Zigzag Copy 

To the Editor: Apparently my 
short note criticizing the vogue of 
zig-zag setting of type in adver- 
tising texts has smoked out one of 
the authors of this Gertrude Stein- 
ing of type. The anguish of Russell 
G. Peck Jr., of Chicago, is painful 
to behold. Both ApverTIsING AGE, 
which failed to reproduce the ad- 
vertisement in its columns in its 
actual size, and I are being charged 
with unfairness, and there are in- 
nuendos concerning the lack of the 
right to criticize an ad for col- 
lapsible tubes which an advertising 
manager for a brewer possesses. 


Well, this is a free country, and 
I refuse to shut up. Forty per cent 
of the middle aged men of this 
country are wearing glasses, I am 
told, and a practice which makes 
it harder for them and all the others 
to read advertising copy is not 
good for advertising as a whole, 
whether that advertising is for col- 
lapsible tubes or beer. Let my 
opponent set up on a typewriter 
his text set irregularly and the 
same text set straight, and time 
ten persons’ reading time. It is my 
contention that only a message of 
the greatest personal import to 
them will even be read through 
when set zigzag. 

Type designers and type experts 
have spent years trying to make 
type more readable—by dropping 
curleycues, by omitting serifs, by 
widening shoulders on type slugs. 
If the zigzag vogue slows up read- 
ing, makes it more difficult for the 
average reader, then it’s a menace 
to the efficacy of advertising where 
it is used. 

If it does not make reading eas- 
ier, just what is its purpose other 


than to indulge vogue-chasers in 
their pursuit of things that are 
different, even if not better? If the 
ingenious boys who have cooked up 
this new practice can prove that 
it gets better results out of adver- 
tising (isn’t that what advertising 
is supposed to do?) then I'll admit 
I’m wrong. In the meantime I’m 
going to kick a lot more shins until 
that proof is forthcoming. 

And if the zigzag fashion is so 
good, let me see someone try it 
in a book. 

J. B. Mitcram, 
Brooklyn, N. Y. 
see 
Philip Morris ‘Hangover’ 
Copy Raises a Question 

To the Editor: I would like to 
know what the copywriter on the 
Philip Morris account was think- 
ing of when he came up with that 
“Cigaret Hangover” brainstorm. I 
realize that it is hard to think 
of something about cigarets that 
hasn’t already been said, but this 
is going too far. 

Pray tell me what smoker wants 
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to be reminded of that dried out, 
stale and bad taste in his mouth 
due to smoking? Furthermore, 
what smoker is going to believe 
that one particular brand will pre- 
vent or stop this? Unless P. T. 
Barnum was right about “suckers,” 
I can’t for the life of me see how 
this “lemon” will increase sales. 

Morey R. THILL, 
Advertising Department, Na- 
tional Lock Co., Rockford, III. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


a Alexander 


McQueen 


5222 N. LAKEWOOD 
CHICAGO 40 
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‘Locally - Edited Gravure Magazines 
FIRST SIX MONTHS, 1948 


National Advertisers 


ATLANTA JOURNAL @ 
INDIANAPOLIS STAR @ 
NEW ORLEANS TIMES-PICAYUNE-STATES © 


COLUMBUS DISPATCH 
LOUISVILLE COURIER-JOURNAL @¢ 


- 
National Ad 


Vertisers 


Total circulation: over 1,660,000 copies each week 


© THE NASHVILLE TENNESSEAN 
HOUSTON CHRONICLE 
SAN ANTONIO EXPRESS 


Eight weekly newspaper magazines featuring the Local Touch for highest reader interest, for greater advertising value 


For further informatien contact any of the following Representatives: Branham Company, Jann & Kelley, 
John Budd Company, Kelly-Smith Company, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company. 
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Gray Schedules ‘Gallery’ 


Dorothy Gray Ltd., New York, 
has scheduled a campaign featur- 
ing the “Dorothy Gray Gallery of 
Fascinating Women” in ads in 
Glamour, Good Housekeeping, 
Harper's Bazaar, Ladies’ Home 
Journal, Mademoiselle and Vogue. 
The agency is Lennen & Mitchell, 
New York. 


Braquette Names Waterston 


Braquette, Inc., Lee, Mass., has! 


named Waterston Co., New York, 
to direct the advertising of Redi- 
Matte, mat for mounting pictures. 


Daystrom to Have 
Its Own Sales Staff 


New YorK—Daystrom Corp., 
whose products have been distrib- 
uted by T. Baumritter Co. since 
May, 1945, will set up its own 
national sales division, headquar- 
tering here, effective Jan. 1. 

Daystrom makes chromed tubu- 
lar steel and plastic kitchen and 
dinette furniture, and has been a 
subsidiary of ATF, Inc., since its 
acquisition in 1944. Its plants are 
at Olean and Friendship, N. Y., 
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Over 273,000 family readers 
One advertising medium to reach them 


Economical selling in the Buffalo News 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


and it has a Pacific division at 
Pasadena, Cal. 

Daystromi is now in the process 
of adding and training men for 
sales territories. 

Baumritter is both a manufac- 
turer and distributor, and its line 
includes Ethan Allen colonial fur- 
niture, Flo-Related flexible furni- 
ture, the Birchcraft group of mod- 
ern furniture, etc. It has show- 
rooms and offices in New York, 
Chicago, San Francisco, Los An- 
geles, Seattle, Boston and High 
Point, N. C. 

The announcement of the sepa- 
ration of the two companies said 
Baumritter’s plans for the intro- 
duction of new chrome kitchen and 
dinette furniture, to be merchan- 
dised in conjunction with its pres- 
ent branded lines, would shortly be 
revealed. 


Martin to Bowman & Block 


Paul Martin, formerly program 
director of Station WKBW, Buff- 
alo, has joined Bowman & Block, 
Buffalo agency, where he will 
specialize in radio and television 
accounts. 


ANA Will at Last 
Give Video a Play 
at Coming Meeting 


New YorK—How national ad- 
vertisers can make effective use 
of television will be a major topic 
for discussion at the 39th annual 
meeting of the Association of Na- 
tional Advertisers here Oct. 25-27. 

The association, which in pre- 
vious years has treated television, 
in passing, as a part of radio, will 
devote the Tuesday evening ses- 
sion to video, what it has meant 
and what it will mean to adver- 
tising. 

Speaking for the broadcasters 
will be Niles Trammell, NBC pres- 
ident, and Frank Stanton, CBS 
president, who will predict the 
future of the medium. 

Howard Chapin, advertising di- 
rector of General Foods, will de- 
scribe television techniques which 
have proved to be successful sales 
tools. Sam Cuff, television consult- 
ant to Allied Stores Corp., will 
discuss video from the retailer’s 
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point of view. 

The agency’s role in television 
will be outlined by Pat Weaver, 
radio and television vice-president 
of Young & Rubicam. J. R. Pop- 
pele, president, Television Broac- 
casters Association, and Fred 
Kugel, publisher of Television, 
also will speak. 


Dunwody Shifted to Chicago 


Robert R. Dunwody, account ex- 
ecutive with the foreign depart- 
ment of McCann-Erickson, has 
been assigned temporarily to the 
agency’s Chicago office as on-the- 
spot contact for International Har- 
vester. He will be in Chicago for 
at least three months and will be 
assisted by Walter Raithel, for- 
merly of J. Roland Kay Agency. 


KCRG, KCRK Boost Conklin 


Neil C. Conklin, commercia] 
manager, has been appointed gen- 
eral manager of Station KCRG 
and KCRK (FM), owned by the 
Gazette Co., Cedar Rapids, Ia. He 
succeeds George C. Biggar, who 
has joined Station WLS, Chicago, 
as supervising director of the Na- 
tional Barn Dance. 


attempts to stir up things in the 3 major national markets. . . 
list like this . 


Are you getting the fairest of the fare... when your advertising dollar 


with a 


. . (Collier’s—Life—Post—Companion—Good House- 


S, 
) 


Get a larger share of the True Small Town market by awarding ‘' 
a larger share of your advertising dollar. Add GRIT to your nationc: 
schedule ...61¢ of every advertising dollar invested in GRIT goes tc 
the True Small Towns. 


GRIT PUBLISHING CO., WILLIAMSPORT }.PA. 


represents 12% of all city and tow’ 
families, yet receives only 6¢ of yor' 
dollar 
publications. 


keeping — Journal — McCall's — American Weekly — This Week)? 


@ @ on the two front burners... because they're within 
easy reach! One, the 242 metropolitan counties, 
represents 64% of all city and town families 
...and gets 69¢ of every dollar invested in 

this urban list. Two, all places over 

1,000 population beyond metropolitan 
influence... represents 24% of all 


city and town families . . . and 
receives 25¢ of the dollar. 


... because it’s not getting the proper 
attention, is America’s 3rd larges' 
city and town market...the True 
Small Towns. This important mark: 


invested in urban nation! 
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MAGIC—Mirrors, electrical impulses and 

vibrations supply the mystery of the two 

revolving plastic arms that hold a Super- 

chrome ink package and a Parker “51” 

pen. A mirrored background adds to the 
illusive effect. 


Financial Paper 
Ads Planned by 
All-Year Club 


Los ANGELES—The suggestion, 
“Combine your vacation trip with 
a business inspection of southern 
California,” will feature a _ test 
advertising campaign of the All- 
Year Club of Southern California, 
to begin in January, 1949. The 
campaign will be directed to busi- 
ness executives and appear in 
Business Week, Chicago Journal 
of Commerce and Wall Street 
Journal, 

Theme and choice of media rep- 
resent a distinct departure from 
usual policy of the organization. 
Its function is purely that of at- 
tracting tourists; magazines or 
newspapers are usually used to 
the exclusion of class magazines. 
Despite the implication, however, 
the theme is strictly a copy hook 
and there is no intention of doing 
a chamber of commerce selling 
job. 


s Typical copy reads: “A great 
many of our winter visitors look 
like vacationists, and are vaca- 
tionists, but—(sh-h-h)—they have 
an eye in another direction too. 
Southern California is America’s 
third largest market . . . and they 
are out here to appraise it for 
their business . . . so why don’t 
you investigate southern Califor- 
nia and its 5 billion in retail sales. 
“And while you are doing it, 
bring the family along and make 
4a suntanning, nerve-relaxing va- 
cation out of it . . . Think it over. 
This is certainly the time to in- 
vestigate this area businesswise 
and any time is the right time 


‘0 vacation in southern Califor- 
nia 


' The test campaign is in addi- 
ton to the over-all four-season 
‘ampaign which will start in the 
November Holiday. Other maga- 
on the schedule for this 
‘ampaign include Cosmopolitan, 
National Geographic Maga- 


‘ne, Time and The Saturday 
Evening Post. Keynote of the 
‘ampaign is, “We never close in 
uthern California,” because the 
‘ubtropical climate allows out- 


vacations the year around. 
Ac. will feature Kodachrome 
es of birds and _ flowers 
in the area. Last year Koda- 
‘hroy es were used to depict the 
-asons and were considered 
idingly successful when the 
sing brought in more in- 
“ric’ than any other single year 
‘the 27 years the group has op- 


_‘e€\spapers will be used in 
“me midwestern and eastern 
‘ities, 
In 


announcing details of the 


two campaigns, Don Thomas, 
managing director, reported re- 
sults of a recent survey among 
tourists. “We asked about their 
spendings here—and we found 
that these people are literally a 
very rich ‘market on the move,’”’ 
Mr. Thomas said. “We were as- 
tounded at their purchases. The 


average amount ... was $16.88 

per tourist party ... an aggre- 

gate of $25,000,000. 
“Additionally,” he said. “be- 


cause these people have been 


introduced to southern California 
products during their stays here, 
they become continued permanent 
customers for these same products 
upon their return home.” 

Foote, Cone and Belding han- 
dles the All-Year Club account. 


‘Amusement Center’ Names 2 
Duane Wanamaker, who for- 
merly operated his own adver- 
tising agency in Chicago, has been 
named western editor and special 
Hollywood representative of 


Amusement Center, published by 
Harrison Toler Co., Chicago. Mr. 
Wanamaker will make his head- 
quarters at 610 S. Broadway, Los 
Angeles. Fred Lardner, formerly 
manager of the Washington News 
Service, has been appointed Wash- 
ington editor, with offices at 3120 
R St. 


Procter & Gamble 
Starts New Serial 

“The Brighter Day,” a story of 
a widower minister with six chil- 
dren, replaced “Joyce Jordan, 
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M.D.” effective Oct. 11 at 4 p.m., 
EST, over NBC. Procter & Gam- 
ble is the sponsor of this daily 
show, which is placed through 
Dancer-Fitzgerald-Sample. 


POINT OF SALE 


ADVERTISING 


Colorful - Self Adhesive - Cellophane, processed 
im Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
in, and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE C0. - YORK, PA. 


Oxronp PAPERS 


230 Park Ave., New York 17, N. Y. 


attention for their sales -in- print. 


ust 


; fier 


DISTRIBUTORS IN 48 KEY CITIES, COAST TO COAST 


ATTENTION to printed selling is gained by a 


striking combination of art, message and fine printing 
—but the first impression is made by the paper you 
choose to carry your selling message. Wise buyers of 
printing rely on the finishing touch of Oxford Papers 


...in any one of many fine grades .. . to command 
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Names Pacific National 


R. D. Bradshaw & Sons, Wendell, 
Ida., candy manufacturer, has ap- 
pointed Pacific National Advertis- 
ing Agency, Seattle, to handle a 
new national advertising cam- 


paign. 
WBMS Promotes Haley 


Arthur H. Haley, account exec- 
utive, has been promoted to gen- 
eral manager of Station WBMS, 
Boston. 


More Than 1,000 
Dailies Adopt Mat 
Shrinkage Standard 


Cuicaco—The Newspaper Ad- 
vertising Executives Association 
has reported that more than 
1,000 United States and Canadian 
newspapers have adopted the 
NAEA standard of measurement 
and billing. 

The standard provides that ad- 
vertisers and agencies specify the 


Star and Register-Republic, Rock- 
ford, Ill., who started contacting 
the dailies last spring. 

While the list omits a number of 
leading dailies, they have not nec- 
essarily turned down the standard. 
Some have taken no action, one 
way or the other; some have failed 
to notify the NAEA committee of 
their policy. The Chicago Tribune, 
for instance, said that it had the 
question under discussion but had 
taken no action since the ITU 
strike was called against Chicago’s 
dailies last November. 


column width and exact depth of 
advertisements, 


papers agree to publish and bill] Bullseye 


cussion of difficulties involved in 


Corp., 


and that news-| Bullseye Names Upham 

New Haven, 
the ads in the exact space ordered,|Conn., has named Philips Webb 
with measurement to be from cut- | Upham & Co., New Haven, to han- 


off rule to cut-off rule. The NAEA| dle its advertising. Trade publica- 
tions and magazines will be used 


rule was set up after lengthy dis-| +.) omote its L.C.U. metal polish. 


dorsement of the newspaper com- 
mittee of the Four A’s. 


ments and billing, and it won en- 


The poll of U. S. and Canadian 
papers was conducted by C. E. 


Phillips, advertising director of the 


mat shrinkage, checking measure-| prry Appoints King 


Frank G. King, formerly as- 
sistant sales manager for CBS’ 
western division, has been ap- 
pointed sales manager of KTTV, 
the Los Angeles Times-Mirror- 
CBS television station. 


Teleradio Mans Corner 


Autumn again. And again the old programs are back on 
the networks exactly—but exactly—as before. 

There are those who contend that this is right and fine, that 
folks like it that way, always more of the same. But viewers- 
with-alarm are numerous, too, and they sadly remark that 
deadly-sameness and monotonous repetition of program for- 
mat can’t be healthy. This is the school which holds that 
variety is the spice of entertainment as well as life. The 
bull sessions no doubt will continue long into the night. The 
basic question remains unanswered and postwar inflation 
has made any answer doubly remote. The question is this: 
“Who is to finance ‘something new’ when everybody dreams 
of ‘something tried and true’?” 

Not us, say the sponsors, we use radio to sell goods. 

Not us, say the agencies, we’re brokers for the sponsors. 

There is a considerable silence from the networks (since 
the war’s end the networks have been trying to be as much 
like advertising agencies as possible). 

It’s refreshing under the circumstances to find Benton & 
Bowles and Maxwell House coffee “daring” to buy a radio 
show that is happily not a duplicate of the few standard 
formats of the day—giveaways, whodunits, dance music, 
et al. “New Faces” (Thursdays, 8:30, NBC) has no stars, 
no names, no prizes, no amateurs, not even announcer- 
bridges between numbers. It does have specially-composed 
music lyrics, a succession of light skits in dialog and music, 
an engaging atmosphere of easy-does-it, and a comic singer 
named Imogene Coco. The man from show business who 
runs the troupe of specialty entertainers is Leonard Sillman 
and he’s been doing this sort of thing—but not on the air— 
some 20 years. 

It is unlikely that “New Faces’ will rock the teleradio 
world, or climb into the higher Hoopers. The material is 
special but not yak-yak, and some of the lyrics are open to 
the charge of time-consuming rather than point-making. 
Probably “New Faces” doesn’t “prove” anything except that 
a nice “little show” can be very listenable and can breeze 
through a half hour without resembling six other programs. 
It helps, too, that the Maxwell House coffee commercials 
have been musically “integrated” into the revue most 
cleverly with special lyrics, too. 

Maybe it’s about time somebody said a good word for the 
nice “little show.” It often attracts a quite grateful and 
extensive folowing. 


* Yes, money grows on trees at the Top of the Sourn! For 
instance, the apple and peach crop in this section on a two- 
year average added $59,868,000 to the annual income of our 
farmers. The rich earth of the six states served by THe 
SouTHERN PLANTER sprouts a 2 billion dollar yearly farm 
business. It increased 11% more in a six-year period than did 
the national farm income—proof that farmers in SouTHERN 
PLANTER Lanp are really Tor men in their business. This 
rich earth supports a highly diversified, sound and stable 
agriculture where 80.7% of the farmers own the very land 
they work and on which they live. 


There is plenty of ready cash here and more is being made 
every season. You will find a never-ending market among 
the families of the more than 300,000 subscribers to THE 
SouTHERN PLANTER—a market you can rely upon for 
generations to come. Top farmers at the Top of the Sourn 
have been relying on the word of THe SourHERN PLANTER 
for 108 years. Put your good word in its pages and enjoy the 
fruits of the “tree that grows in SourHERN PLANTER Lanp.” 


THE SOUTHERN PLANTER, Richmond 9, Va. 
441 Lexington Ave., New York 17 


333 N. Michigan Ave., Chicago 1 
West Coast Representative: SimpsON-REILLY, LTD. 
Los Angeles, San Francisco, Seattle & 
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LANTER 


America’s Oldest Farm Paper — Establistted 1840 
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More farm families in 
read The 
Southern Planter than 
any other farm paper 
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‘BH&G’ Launches Contest 


Better Homes & Gardens, Des 
Moines, has announced plans for 
an editorial contest for college 
students in 33 schools listed as 
members of the American Associ- 
ation of Schools and Departments 
of Journalism. Prizes totaling $1,- 
435 will be offered for editorial 
ideas or completed articles. The 
contest started Oct. 15 and runs 
through Dec. 15. 


Kruse to Form Own PR Firm 


William F. Kruse has resigned 
as vice-president and director of 
United World Films, New York, 


an 


effective Nov. 1. Mr. Kruse wil 
form his own public relations firn 
Wm. F. Kruse & Associates, whic 
will specialize in public relations 
publicity and mediation servic 
for motion picture, television an 
other audio-visual communicatio 
media. 


Issues Toilet Goods Study 


The first annual study of toile 
goods brands will be published | 
the Nov. 12 issue of Women 
Wear Daily. Retailers’ preferenc 
of national brands, private brand 
and unbranded lines of toilet good 
will be presented. 
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FULL COLOR 


REPRODUCTION. 


ING WOOLF & C0. 


DIRECT FACTORY REPRESENTATIVES 


35 S. DEARBORN STREET 
RAndolph 6-0549 


ICAGO: 


LOS ANGELES: 1223 N. HIGHLAND AVE. 


Hillside 6038 


NEW YORK GRAVURE CO. 
305 E. 45th ST., NEW YORK 17, N.Y. 
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ence is killing time until some- 
body wins another pair of nylons, 


ice box becomes an actor; mean- 


might become clients, get free air 


as gifts. 


and driving people elsewhere for 


is, like many others in the indus- 


Allen Says His 
Fans Don’t Like 
Those Giveaways 


(Continued from Page 1) 
avarice and for diversion offers 
only a couple of mediocre singers. 
Oh, they might listen a few times 
to find out what it was all about, 
but they wouldn’t stick. 

“Such giveaway shows—I’m told 
there are hundreds broadcast by 
local stations as well as the net- 
works—might have a bigger rating 
than ours because there are so 
many moronic people; but the per- 
centage of the audience that is of 
real interest to an advertiser will 
still be listening to a show which 
offers him real entertainment and 
not the job of hearing somebody 
win an ice box.” 
s The Ford Dealers’ show has 
nothing to fear from gift show 
competition, he feels. 

“To do a good selling job for 
Fords and Ford service, we must 
appeal to a fairly intelligent group 
of people. People who listen to 
giveaways don’t have $2,000 to 
spend for a car. From the spon- 
sor’s point of view, it’s better to 
attract ten listeners, nine of whom 
will become customers, than 1,000 
morons, none of whom buy.” 

Mr. Allen, for 16 years one of 
radio’s sharpest wits, is dead seri- 
ous on the subject of giveaways. 
His case against radio’s current 
craze: 

“The sponsor loses because his 
commercials, read while the audi- 


aren’t worth ten cents. 
“The actor loses because every 


while, actors and musicians are 
ut of a job. 
“It’s bad for the networks be- 
‘ause Companies, which otherwise 


ime for furnishing their products 


“It’s bad for radio, which is be- 
oming like a carnival midway, 


entertainment.” 


Mr. Allen, who feels the Ameri- 
an Federation of Radio Artists 
hould have filed a_ statement 
against giveaways with the FCC, 


ry, eagerly awaiting the commis- 
ion ruling on whether the shows 
iolate the lottery laws. 

Preparing for this season’s show, 
hich has replaced Allen’s Alley 
ith a man on the street technique, 
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HENRY A. MARSH : 
AtBpany—Henry A. Marsh, 46, 
production manager of Goldman & 
Walter Advertising Agency, died 
suddenly of a heart attack Oct. 9 
at his home. He had been associ- 
ated with the Albany agency for 
18 months. Previously he had been 
with Franklin Bruck and Moss As- 
sociates in New York City. 


LOUIS H. LANGE 
Cuicaco—Louis H. Lange, 69, as- 
sociate advertising director of the 
Black Diamond Publishing Co., 
died Oct. 7 in his office here. He 


joined Black Diamond four years 
ago after serving as advertising 
manager of the German-language 
newspaper, Abendpost. 


MARGARET WILEY 

Cuicaco — Margaret Wiley, 42, 
radio time buyer here for J. Walter 
Thompson Co. since 1941, died at 
Walther Memorial Hospital Thurs- 
day. Miss Wiley had served with 
the agency since 1931. 


Geoghegan Joins Compton 


William C. Geoghegan Jr., for- 
mer assistant sales manager of the 


Pepsi-Cola Co., Long Island City, 
has joined the merchandising de- 
partment of Compton Advertising, 
New York. Prior to his association 
with Pepsi-Cola, Mr. Geoghegan 
was with Lennen & Mitchell, New 
York. 


Now Nelson-Willis, Inc. 


Lloyd William Nelson Advertis- 
ing, Minneapolis, has been incor- 
porated as Nelson-Willis, Inc., and 
has moved to larger quarters at 
501 Syndicate building. Herbert A. 
Willis, who becomes a principal of 
the agency, has been named vice- 
president. 


Appoints Richard Newbold 
Richard C. Newbold Jr., for- ; 

merly assistant advertising promo- 

tion manager of Holiday, has been 

appointed Philadelphia represent- 

ative of Alco-Gravure division of 

Publication Corporation. 


MONEY-MAKER a 


Send us your weakest ad. Skilled “ad 
doctor” will return it within 6 “ave, 
converted into “selling-in-print.” ou 
may be surprised at how quickly we can 
step up lagging reader-action. Modest ° 
cost on guaranteed-result basis. Air mail . 


it today to Box 7181, ADVERTISING 
a 330 W. 42nd St., New York 18, 


A MILLION DOLLAR MALL 


One million dollars every year! That’s what it costs to com- 
ile the names of all passenger car and truck owners in the 
nited States into a usable consumer mailing list. Yet these 

lists are yours to buy or use, in whole or in part, for a mere 


fraction of their original cost. 


Names are available for every village, town, and city in the 


nation. In larger towns these 


eft little time for anything else, 
but Mr. Allen has not revised his 
ow opinion of television. 

“So far they’ve been- photo- 
efaphing vaudeville shows,” he 
said. “Why was this wonderful 
nediim invented if all we’re go- 
ng to see on it is Milton Berle?” 


BT Aired Full Time 


Sta ion KBTR (FM), Minneapo- 
Sard St. Paul, has begun full- 
ime iay and night broadcasting 
ith ours from 7 a.m. to midnight 
fond y through Saturday and 
30: m. to 11 p.m. Sundays. The 
“lo, recently completed, is op- 
tate’ by the Bethesda Broadcast- 
ng A sociation and will use its 
“ver sing profits for world-wide 
PISsic ary work. : 


°s Air Freight Rates 


d Air Lines, Chicago, has 
‘ed the reduction of rates 
ted matter. Publishers of 
ers, Magazines and period- 
| be able to ship their pub- 

via air freight at ap- 
tely 20% reduction, after 
Shipping costs under the 
ill be 16¢ a ton mile for 

1,000 ton miles and 13¢ 
' ile thereafter. The present 
0¢ a ton mile. 


available by make and year of 


Obviously these lists are ideal 
advertiser, they are used widely 


The national passenger car and 


r ; i. eS = > 


As eee 


Re 
2 


ae 


350 E.22nd ST. 
‘CHICAGO 16, ILL. 


names can be supplied by 


neighborhood selection. And in all towns the names are 


vehicle. 


for the advertiser of auto- 


motive merchandise—passenger cars and trucks, gasoline and 
oil, tires, batteries and accessories. 


But while the primary user of these lists is the automotive 


for mail order selling, mail 


sampling, dealer helps and straight institutional mailings by 
the advertisers of chewing gum, vitamins, clothing, millinery, 
clocks, radios, and many other non-automotive items. 


truck owner lists have an 


infinite number of applications to the business of selling the 
consumer, Get in touch with your nearest Donnelley office 


i 


Ree bic in he 


Ne ach 


in your business. 


OTHER DONNELLEY SERVICES: 


@ DEALER HELP MAILINGS—including planning, supplying of | 
mailing lists, printing, dealer imprinting, addressing, scheduling and 


mailing. 


@ CONTEST PLANNING AND JUDGING—supported by years of *| 
experience in handling the nation’s major contests. 


@ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 
national, regional and local campaigns. 


@ MAIL-AWAY PREMIUM SERVICE—executed by an expert staff 
geared to handle volumes of requests quickly and efficiently. 


@ SAMPLE MAILINGS—mass or selective coverage, including the 
complete job of addressing, packaging and mailing. 


ING LIST! 


and learn how these automotive lists can be used profitably 
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Yaopltl aisiles, hoot 


NOTHING BACKWARD 
ABOUT OUR COVERAGE! 


those foremost leaders in the food service 
. industry who have already subscribed. For 
7 details, write to 2385 Edgewater Terr., Los 
Angeles 26. 


FOOD SELLERS 4 
DIGEST is the West's eo 
unique restaurant monthly fHY?’ Ask 


Join Standard Brands 


B. L. Turner, formerly sales 
manager of Shefford Cheese Co., 
Green Bay, Wis., and Thomas G. 
Prosser, formerly with Kellogg Co. 
Battle Creek, Mich., have been ap- 
pointed assistant sales managers 
in the grocery division of Standard 
Brands, Inc., New York. 


Whiskey Bottled-in-Bond 
100 Proof 


Selecting a welcome gift for 
your company’s customers and 
friends is easy. Send them 
famous Kentucky Tavern De- 
canters. Cleverly and colorfully 
packaged, brimming with good 


Kentucky Straight Bourbon 


The Answer to your Company’s 


Holiday Gift Problem! 


¥ 


~The Famous KENTUCKY TAVERN Decanter 


Kentucky Tavern—The Aris- 
tocrat of Bonds, here is a gift 


that will be received with pleas- | 


ure, a gift you can bestow with 
pride... available wherever 
fine whiskies are sold. 


GLENMORE DISTILLERIES COMPANY LOUISVILLE, KENTUCKY 
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IN THE DAKOTAS 


4DAKOTA FA 


DOES A REAL SELLING JOB: 


RACTORS* 
eek after our _ 
had received 1 


SOLD FROM $4500 TO $5500. 


*TRUCKs 
$1800 7AND B 


TO $4090 SES SOLD From 


LIGHT PLANTS* 


, _ “Advertising in the Dakota Farmer 
certainly did pay big dividends. We 


- ' | sold 200 light plants.”’ 


— ee ee ee * 


——— — os oo 


J P 


*LIGHT PLANTS SOLD AT $450 PER UNIT. 


ABERDEEN, SOUTH. DAKOTA 


MALONEY, Advertising Manager 


Bowman and Borden 
Dairies Will Fight 


Discount Charges 


Cuicaco—Both Bowman Dairy 
Co. and the Chicago milk division 
of the Borden Co. promised last 
week to fight federal district court 
charges that they owe independent 
grocers here $2,250,000 in treble 
damages because of trade discounts 
allowed chain store operators. 

The suits were filed on behalf 
of two grocery store owners and 
a former milk store operator, as a 
result of the federal indictment 
issued last July against the two 
companies. They were accused of 
violating the Robinson - Patman 
Act in paying a total of more than 
$2,100,000 in rebates to the Great 
Atlantic & Pacific Tea Co. and 
Jewel Tea Co. from 1942 through 
1947. 

Oliver O. Smaka, president of 
the Borden division, said that “the 
discounts complained of are per- 
fectly normal trade discounts and 


we believe they are perfectly legal 
and can be justified. Of course, we 
will vigorously defend these suits.” 

Similar action was promised by 
Bowman, which has already asked 
the federal court for time to file 
briefs and motions to strike the 
indictment in the anti-trust case. 

The grocers’ suits here consti- 
tute a “class action.” They name 
specific plaintiffs and leave the 
door open to other grocers who 
wish to join the action against the 
companies. Basis of the suits is 
that the smaller operators were 
unable to meet chain store com- 
petition because they were forced 
to charge higher prices for milk. 


Chrysler Promotes O'Malley 
Joseph A. O’Malley, vice-presi- 
dent and general manager of the 
Chrysler New York Co., a factory 
branch of the Chrysler Corp., has 
been appointed general sales man- 
ager of the company, succeeding 
Stewart W. Munroe, who has re- 
signed to enter private business. 
Roy H. Appleman, Chrysler sales 
director, succeeds Mr. O’Malley 
as assistant general sales manager. 


1,950,000 Retail Ad 
Lines Push Bold 
Look Since March 


New Yorx—Approximately 
1,950,000 lines of retail advertising 
promoting the Bold Look have 
been run since its inception on 
March 1, according to Esquire’; 
market research department. 

The magazine reports that Bold 
Look promotion has 
noticeably this fall with 300,000 
lines of retail advertising run be- 
tween Sept. 1 and Oct. 1, compared 
to 200,000 lines between Aug. | 
and Sept. 1. 

At present, 132 manufacturers 
carry the Esquire Bold Look sea} 
of fashion authenticity and the 
magazine has 1,600 publicity stories 
on the new men’s fashion trend 
in its scrapbook. 


LaCrosse Names Andrews 
La Crosse Trailer Corp., La- 
Crosse, Wis., has named Andrews 
Agency, Inc., Milwaukee, to handle 
its advertising and sales promotion 


to win confidence in the home goods 


ASSOCIATION 


industry, you must sell 
has confidence... 


Counselling 8199 management executives and 
buyers in furniture and home furnishings stores 
that do 85.4% of the total industry volume 


© 666 LAKE SHORE DRIVE 


where the buyer 
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pPOINT-OF-SALE—Camfield Mfg. Co., 
Grand Haven, Mich., is distributing this 
four-color display for its Camfield auto- 
matic toaster, and other units for Toastess 
and Toostette serving sets. The toaster 
display shown here is die-cut to fit the 
oppliance, and the figure is a mounted 

cut-out. . 


Jnl. of Commerce’ 
Signs ITU Pact, 
ets Shift Concession 


New York—After 28 days of 

precarious and improvised opera- 
ions, in which executives, edito- 
rial and clerical people turned out 
he 121-year-old business daily, the 
New York Journal of Commerce 
settled its difficulties with the 
nternational Typographical Union 
ct. 9, and was back in the union 
old. 
The strike involved 100 men of 
ive printing trades unions. Estab- 
ishment of a new set of working 
jours for 12 of the paper’s 70 com- 
positors brought the entire crew 
ack into the plant. 

The disagreement began Sept. 12 
between management and 70 mem- 
ers of Local 6. The Journal had 
iG ed to sign the agreement 
pntered into by other New York 
ublishers with the local, asserting 
hat hours were unsuited to its 
eeds. Under the new agreement 
t will get a 12-compositor, seven- 
jour shift, whose members will 
tart work some time in the early 
ifternoon, and will be paid $109, 
ity scale for the late shift. The 
Journal has until Nov. 1 to set the 
iour for starting the shift. 

Otherwise, the contract. is 
dentical with that binding other 
ewspapers in New York. 


The Journal carried a front- 
bage box Oct. 11 which said in 
bart, “the employes returned to 
ork Sunday, Oct. 10, on the basis 
bf their priority, and the unions 
ave given consideration to the 
publishing problems of the Journal 
bf} Commerce by agreeing to a 
hange in starting time.” 

Uniike most other newspapers 
hich have been hit by ITU action, 
he Journal also had to operate 
‘ithout pressmen, stereotypers and 
aper handlers, since these 
horkers refused to pass the 400- 
lan picket line strung around the 
lant by Local 6. 

By hiring 30 people, the Journal 
fas ble to keep on publishing, 
dd not miss an edition. 

The 30 employes hired by the 
ws) aper will take their places 


mth end of the priority list, a 
urn L of Commerce official told 
A. e emphasized that a num- 
‘'T « the business newspaper’s 
tme erew might not return to 
tir >bs, and said that the prior- 


Y i ured to the 30 employes 
ider he Taft-Hartley Act would 
toba |y have them at work on the 
‘WSt per soon, if they so desired. 


cur r-Neuer to Muench 


Mav or-Neuer Corp., Kansas 
“Y. > >,, and Arkansas City, Kan., 
“at | cker, has placed its adver- 
“tg vith C. Wendel Muench & 
C! cago. Newspapers and out- 


ITU Doubles Wages 
in Past 9 Years 


WasuIncton — The Printing 
Industry of America notes in its 
Oct. 1 “Management Report” that 
the 1948 ITU officers report shows 
that typographical wages have 
been doubled since 1939. 

In 1909, the average ITU mem- 
ber earned $893.95 annually; by 
1939 he earned $2,000, and in 1948 
he earned $4,038.95. 

PIA figures that, viewed in 
conjunction with the price index 
of the Bureau of Labor Statistics, 
typo workers’ purchasing power 
has almost doubled since 1931 and 
has substantially increased since 
1939—-“wages . . . have advanced 
more rapidly than the cost of 
living even during the recent in- 
flationary period.” 

The same newsletter notes that 
the BLS found that the average 


union scale for all commercial 
printing industry workers was 
$1.87 per hour on Jan. 2, 1948, up 
27% from July 1, 1946, the date of 
a previous study by BLS. Only 
bindery women and press feeders 
were earning less than $1 an hour 


Eagle Running Campaign 
for New Door Closer 


Eagle Lock Co., Chicago, has de- 
veloped a revolutionary new door 
closer which can be used, without 
adjustment, for any of four stan- 
dard functions that now require 
separate closers. It works on either 
a right-hand or left-hand door, can 
hold doors open if desired or oper- 
ates as a non hold-open mecha- 
nism. 

That this lightweight closer will 
eliminate need for large invento- 
ries is being stressed, through Fred 
H. Ebersold, Inc., Chicago, in a 
trade publication campaign includ- 
ing American Builder, American 
Lumberman, Architectural Forum, 


Building Products, Building Sup- 
ply News, Hardware Age, Hard- 
ware Consultant & Contractor, 
Hardware Retailer, Hardware 
Trade, Hardware World, Lock- 
smith Ledger and Southern Hard- 
ware. The package of Eagle’s closer 
has been designed for maximum 
shelf appeal. 


Schedules Tour of Exhibits 


The touring exhibits of the 29 
prize-winning products in the re- 
cently completed seventh Modern 
Plastics competition will be given 
extended display this winter in 
London and Paris. Modern Plas- 
tics, New York, which sponsored 
the competition, will hold similar 
exhibits next spring in Buenos 
Aires, Ric de Janiero, Sydney and 
Melbourne, Australia, as well as 
in the United States. 


First National Names Barna 
Norman S. Barna, formerly in 


the public relations department of 
Swift & Co., Chicago, has been ap- 


pointed as assistant in the adver- 
tising department of the First 
National Bank of Portland, Ore. 


‘NY Mirror’ Names Miller 


Duncan Miller, formerly with 
Time, Inc., and American Broad- 
casting Co., has been named sales 
promotion manager of the New 
York Daily Mirror. 


EXPORT @ @ 


TRADE & SHIPPER 
Circulates in the U.S. A. 
It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


t p sters will be used. 


...and here's how we 


buy ONE and get FoUR/*” 


“When we put The Salt Lake Tribune-Telegram combination 
on our schedule we actually get EOUR newspapers. There’s 
the Salt Lake Telegram, the dominant evening paper in the 
rich Salt Lake City metropolitan and retail trading zone.” 


“Take a look at this. 


Here’s Dramatic Proof of 


By reproducing in miniature typical daily editions of The Salt Lake 
Tribune - Telegram this new brochure shows you how you buy four 
papers in one, how reader interest is increased, how you can localize 
your advertising, and test copy appeals. Ask your O’Mara & Ormsbee 


“Then there’s the ‘3-in-1’ Sale Lake Tribune. Not just 3 
editions, but 3 newspapers. The Salt Lake Tribune does a 
complete editorial job in this 4-state Intermountain market. 
As a result, an average of 18 pages are replated daily.” 


See how the City Edition, State Edition 
and Idaho Edition mean that The Salt Lake Tribune is the 
LOCAL newspaper to the reader, no matter where he lives 
in this market of a million people. That's real editorial cov- 
erage. Means more reader interest for OUR advertising!” 


this PLUS SERVICE 


representative to show it to you soon. 


STATE 
“MILLION 
MARKET” 


4 


Che Salt Lake 
Cribune- Telegram 


Nationally Represented by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


“But that’s not all. We can LOCALIZE our advertising. Give 
our dealers their own signatures on our ads, or change copy 
completely in each edition. And what an opportunity for 
testing copy themes! The Salt Lake Tribune-Telegram is 
certainly an advertising man’s medium!” 
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Court Gives Chicago 
Newspapers Pyrrhic 
Victory over ITU 


INDIANAPOLIS — Federal Judge 
Luther M. Swygart Thursday held 
that the leaders of the Interna- 
tional Typographical Union are in 
contempt of court for insisting on 
maintaining a closed shop in viola- 


Wanted: Food Product 


I want to help some 
firm with a good prod- 
uct become a national 
best seller. This field is 
wide open! 


Box 7156, Advertising Age © 
330 W. 42nd St., New York 18 


tion of the Taft-Hartley Act, but 
he did not go as far as Chicago 
newspaper publishers desired. 

The Chicago publishers, against 
whom the Chicago ITU local struck 
11 months ago, had asked the court 
to order the ITU to cease making 
benefit payments to the striking 
printers. The court did not set a 
penalty, except to order the union 
to pay costs of the court case. 

Union officials said they will ask 
for a stay of the order Monday 
pending an appeal. 

The court’s action was on a re- 
quest by the NLRB that the union 
officials be found in contempt of 
the court’s injuction of March 27 
barring them from continuing their 
no-contract policy, their insistence 
that only non-union printers take 
competency tests, etc. 


Judge Swygart has ordered the 
union officers (Woodruff Randolph, 
president; Larry Taylor, list vice- 
president; Elmer Brown, 2nd vice- 
president, and Don Hurd, sec- 
retary-treasurer) to inform all lo- 
cals at once that they must com- 
ply with the injunction. 

Had the court ordered the union 
not to pay strike benefits to locals, 
the Chicago printers might well 
have been forced to give up their 
long strike. 


KMOX Names Johnston 


Gil Johnston, formerly ‘account 
executive of Station KMOX, St. 
Louis, and more recently CBS 
radio sales representative in 
Chicago, has rejoined KMOX as 
national sales manager. P. S. 
Anderson has been appointed local 
sales manager of the station. 


Curtis Veteran 
Wins in Battle 
for ABC Post 


(Continued from Page 1) 
during Thursday’s divisional meet- 
ings on current problems of adver- 
tisers, agencies and the various 
media groups. 

Other highlights of the two-day 
meeting included the business pa- 
pers’ action on the controversy 
over paid vs. controlled circula- 
tion; newspapers’ insistence that 
drastic rule changes be approved 
not alone by the directors but by 
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To get the advantage of 
their high percentage of 
panel individuality. 
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a general session of ABC; the ma». t 
azine group’s effort to rotate cj- Vy 
rectorships more frequently, and 
plenty of unvarnished talk about 
mounting costs, audience research Hi 
and promotion of ABC and its 
audit reports. 


ws Election of the 5l-year-old A\.- 
len, who has been with Curtis for 
more than 25 years, wound up a P 
unique mail ballot and proxy 

fight. He will serve a two-year A 


term, with the other magazine b 
spokesman, Phillips Wyman of 
McCall Corporation. CE 
Mr. Wyman had written alll «i 
magazine members of ABC and $3 15 
asked their first and second choices \ op 
for the directorship, then seni a Davi 
second letter listing the leading Amel 
candidates. Members were asked 4 <0, 
to send in proxies supporting their week 
nominee. The three candidates— the J 
Mr. Allen, Francis De Witt Pratt, Mr 
circulation director of Time, Inc, ino | 
and Allan Adams, circulation man- said't 
ager of Fawcett Publications—@ pI 
were “pretty even in the primary,” adver 
Mr. Wyman said. But the proxies fi ,,..) 
gave the Curtis entry an over- figure 
whelming vote, which was made; +9) | 
unanimous when the totals werel§ oompi 
revealed here. ciate 1 
@ Possibly as one result of the sites 
balloting, the magazine section s “Ins 


adopted a resolution of its own 
suggesting that the directorships 
be rotated more frequently, on ; 
one-year basis. 

The business paper division 
meeting developed into a battld 
between all-out advocates of paid 
circulation and those favoring 
some use of controlled. 

Two resolutions were adopted 
One, proposed by George Seufert 
of Architectural Forum, con 
demned issuance of CCA state 
ments by ABC publishers. Ths 
other offered by Frank Calvin, 0 
Chain Store Age, opposed audi 
of the unpaid portion of ABC busi 
ness paper circulations. 


activit 
asked, 
of it a 
fication 
is it? 
at? W 
types 
are ha 
balloon 
pencils 
rucks, 
rading 
signs ¢ 
backs ¢ 

“Eve 
ested 1 
Ad vertis 
pullible 
ercenti 
ars be 
A high 
nevitab 


ws Opponents of the _ resolution 
pointed out that a committee 0 
the ABC board is now studying 
the latter subject, following 
resolution of the business pape 
division to that effect last year 
and that in addition the vote woul 
be controlled by the large numbe 
of proxies held by J. E. Black 
burn, McGraw-Hill Publishing Co 
which it was asserted were 00 
tained without reference to gp... d. 
possibility of these controversi4 bersonal 
subjects being considered. It wé vill hav 
ultimately agreed to allow t 
proxies to be voted without pr0 
test. 


The ti 
bf that |} 
by an 

esult st 
proach | 
gures of 
ge-wise 


Pp large 
he near 


P 
Mr. Blackburn presented a 44 opus 
; - ; pheaval: 
tailed analysis of the merits 4 hange r 


free versus paid circulation int 
business field, marshaling ar 
ments against the ABC auditi 
free circulation of business pape 
because of the difficulty of dete 


d “if t 
ertain | 
hanges 

hile, th 


mining accuracy of lists and acti ‘ a 
receipt of copies withou' Hé king ser 
work. Others countered wit! ar Recent 
ments based on successful ust Ho, .. di 
partly controlled circulation. c the A 
s Among resolutions submi ted a 


the board for action was on: 
the newspaper group chair: 
by Harlan G. Palmer, Ho! 
Citizen News, requiring | 
action on any drastic or sub: 
changes made in the for: 5 
quirements and standards f 
lishers’ reports. It called f ~ 
mission of these proposals 
publisher members by m 
then action by a majority © 
bers in general session. A 
of this step would require a 
in the by-laws, since direct 
may take such action for t ° 
membership. 

All officers, led by P. L 
son, president, were reele | 
the directors after the co! 
business session Oct. 15. A | % 
directors whose terms ex! ‘ 
year likewise were reele 


two or one-year terms. 
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~:] Win ‘Hope and 
«lt Hunch’ Dollars, 
».! Media Are Urged 


948 


1a Z- 


s for 
de Parade Result Stories, 
y > 
year’ ABC Members Advised 
weep. by ANPA President 
Cuicaco—Tested media should 

al geht for and win some of the 
and s¢15,000,000 spent annually on 
olces “hope and hunch” advertising, 
D\ a2 pavid W. Howe, president of the 
ding American Newspaper Publishers 
isked Mf Association, declared here last 
their week at the annual meeting of 
tes—@ the Audit Bureau of Circulations. 
Pratt, Mr. Howe, business manager of 
Inc, the Free Press, Burlington, Vt., 
mMan-@ said this $815,000,000 total includes 
°nS—H no publication, radio or outdoor 
‘ary, @ advertising, but is about 21% of 
OxiesMiotal advertising for 1947. The 
ovel-Migures, showing last year’s ad 
madeM total to be nearly $4 billion, were 


were 


compiled by Dr. Hans Zeisel, asso- 
ciate research director of McCann- 
Erickson. 


f the 
ection 
own 
rships 
on 32 


a “Instead of so much competitive 
activity at each other,” Mr. Howe 
asked, “suppose we direct a lot 
of it at the ‘miscellaneous’ classi- 
fication (the $815,000,000)? What 
is it? What will we be shooting 
at? Well, in addition to several 
types of overhead expense, there 
are handbills and programs, toy 
balloons and whistles, matches and 
pencils, sky-writing and sound 
rucks, airplane streamers and 
trading stamp premiums, sandwich 
signs and painted signs on the 
backs of circus elephants. . 
“Every device except proof of 
ested results is used to sell such 
pdvertising to the hopeful and the 
pullible. Why should such a high 
ercentage of all advertising dol- 
ars be spent on hope and hunch? 


vision 
battl¢ 
f paid 
voring 


lopte 
pu fert 
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tee HA high percentage of waste is the 
udyii@inevitable result.” 
ring 

papi The tested media can win some 
| yeiHit that huge amount, he promised, 
ees by an overwhelming parade of 


esult stories and thus “may ap- 
proach more nearly the prewar 
gures of total advertising percent- 
ge-wise.” By strenuous efforts, he 
Kdded, “on a much greater base of 
bersonal disposable incomes, we 
ill have a good chance to pile 


Black 
ing Co 
ire ov 
to th 
»V ersia 
It wa 


ow “Wy larger advertising volumes in 
ut Pine near-term future.” 

tad Population shifts, transportation 
ite Pheavals and changes in habits 


hange markets, Mr. Howe said, 


1 in “nd “if the advertiser group feels 
; oa ertain by now some of these 
ee hanges are here to stay for a 
ie hile, they may be prompted to 
3 acti Verhaul retail trading zones. We 
te te pleased to hear that this is 
. aren Seriously explored.” 
F aie Recent claims of ghost circula- 
2 fon and readership are so fantas- 
ion. ¢, the ANPA chief said, that the 
vitted BC “surely has one of its peri- 
ne fr “ic ‘asks of policing.” 
¢ ~ ‘Why should any member in 
» oad? standing in the ABC be per- 
. a uttel to advertise an imaginary 
: Pverage without being subject to 
f pum’ and necessary governing 
{oS Bul tions of the ABC?” he de- 
ic to anced. “Should such member 
 ) gab» required in any claims on 
: al ‘ade ship or coverage to state in 
A pro ‘lee t equally large type the net 
se ‘id BC circulation for the same 
" - na? «OF which claims are made 
a i h advertisement or in his 
' bli red promotion piece? The 
Tha SC .as marshalled strong police 
4 ed we: in the past against lesser 
. jud “se than this one of today.” 
Ae Alb rt W. Scherer, vice-presi- 
ce {a McCann-Erickson, Chicago, 


Rd a lirector-at-large of the Four 
5, U ged the bureau to prepare 


than four pages, which would ex- 
plain this “voluntary organization 
for the protection of the investor 
in publication advertising.” 

Media department heads he has 
consulted during recent weeks, 
said Mr. Scherer, have asked if 
ABC audit reports could be printed 
more quickly, and if ABC could go 
a little deeper into circulation 
methods. “Would it be feasible, for 
example, to have reports show the 
wholesale rates that dealers pay?” 
one media man asked. 


s From another source, Mr.Scher- 
er said, came a comment of vital 
interest to bureau members. An 
advertising manager responsible 
for appropriations exceeding $10,- 
000,000 told him that no publish- 
er’s representative had mentioned 
or shown him an ABC audit re- 
port during the past three years. 

There appears to be something 
in the idea, he said, “that we 
should all ‘re-discover’ the Audit 
Bureau and the importance of its 
function in our business.” 

With increases not only in pub- 
lication rates; but in rates per unit 
of circulation, he said agencies 
now “have the responsibility of 
reexamining with the greatest 
care the available media for carry- 
ing clients’ advertising messages 
and recommending those which 
available facts and judgment in- 
dicate will do the best job within 
a given appropriation.” 

The necessity of selling and re- 
selling ABC and its audit reports 
to buyers of space also was em- 
phasized by Robert B. Brown, vice- 
president and advertising director 
of Bristol-Myers Co., New York, 
and chairman of the board, Asso- 
ciation of National Advertisers. 
Many new faces are appearing on 
the buyer side of the picture, he 
said, and these postwar practi- 
tioners must be educated. Pub- 
lishers’ representatives can do 
that sales job, he declared. 


s ABC’s president, P. L. Thomson, 
reporting on the stewardship of 
the bureau’s 34th year, said mem- 
bership at the end of August 
reached an all-time high of 3,234, 
a gain of 133 over the previous 
year. The bureau made 2,283 
audits, 98 more than a year ago. 
Directors have decided against 
sending an auditor to the Philip- 
pines, where one Manila publisher 
sent in a membership application 
and said he believed several others 
in the Philippines would join him 
in paying the auditor’s expenses 
in order to qualify for ABC mem- 
berships. No final conclusion has 
yet been reached by a special com- 
mittee of the board which has been 
studying the problem of how the 
bureau might audit the circulation 
of U. S. periodicals sold in Central 
and South America. 
The ABC has completed two 
major educational projects this 
year. One is the new motion pic- 
ture, “Now We Know,” which was 
shown to members at the closing 
session Oct. 15 and which drama- 
tizes the history, development and 
functions of the bureau. It will 
be shown to meetings of advertis- 
ing clubs and classes, agency and 
publisher groups, and at schools 
and colleges where advertising and 
journalism are taught. 
The second project is the new 
ABC textbook designed for use in 
teaching courses of study in adver- 
tising and publishing (AA, Oct. 
11). 


Corcoran Transferred 


Frank T. Corcoran has been ap- 
pointed Cleveland regional man- 
ager of Studebaker Corp. He has 
been in Chicago as a_ special 
truck representative for Stude- 
baker since 1945. 


To Sidener & Van Riper 

Sidener & Van Riper, Inc., In- 
dianapolis, has been appointed to 
handle the publicity and adver- 
tising for the Indianapolis Star and 


mel folder, perhaps no larger 


News. 


Last Minute News Flashes 


Iron and Steel Institute Launches Drive 


New YorKk—American Iron and 


Steel Institute is launching a cam- 


paign promoting steel for better living in 245 newspapers in major 


cities and steel plant communities throughout the country. Hill & 


Knowlton, Inc., New York, is the agency. 


Portrait Home Wave Set to Get New Push 
New YorK—Lehn & Fink Products Corp. will launch a campaign 
for Portrait home permanent wave beginning in newspapers in 17 


cities on Oct. 31 and with half-page ads starting in the Nov. 1 issue of 
Life. The agency is the Duane Jones Co., New York. 


Schmidt Named by ‘Popular Science’ 

New York—Henry Schmidt Jr., formerly a promotion consultant and 
previously director of sales promotion copy and advertising production 
for McCall Corp., has been named promotion manager of Popular 


Science Monthly. He will have charge of all promotion and research. 


Alden Resigns as Biow Executive V. P. 


New YorK—John Alden, executive vice-president of Biow Co., has 
resigned. He was formerly head of Biow’s West Coast offices and came 


account executive. 


to the agency from J. Walter Thompson Co., where he was an 


Drop Trade Zone, 
RFD Auditing, 
Bureau Urged 


Cuicaco—The Audit Bureau of 
Circulations should discard the re- 
tail trading zone and RFD circula- 
tion as meaningless and mislead- 
ing, H. H. Dobberteen, vice-pres- 
ident and media director of Benton 
& Bowles, New York, declared 
here last week. 

These suggestions, and a frank 
discussion of audits and audience 
research, were made by the agency 
media chief at a combined adver- 
tiser and agency session Oct. 14 
during ABC’s annual meeting. 

Mr. Dobberteen eliminated some 
hair-raising criticisms from his 
contemplated indictment, “Twenty 
Questions,” but he left enough to 
attract major attention. His only 
purpose in criticizing, he empha- 
sized, is to keep ABC strong and 
its reports on the sound basis they 
have achieved. 


ws The bureau’s retail zone defini- 
tion is so broad that it is meaning- 
less, Mr. Dobberteen charged, and 
its by-laws do not authorize it to 
engage in the trading area or mar- 
ket research business. It is defin- 
ing zones apparently, he said, be- 
cause one publisher wants to claim 
a larger market than the publisher 
in the next city. 

“I happen to know that the bu- 
reau does a very creditable and 
careful and well-documented job 
—on occasion—in defining a re- 
tail trading zone,” he continued. 
“But only on occasion—not for the 
rank and file of our hundreds of 
newspaper publisher members and 
their hundreds of markets. 

“But this is not the point. The 
point is that we should not, in my 
judgment, be in the business ot 
marketing area definition. ... Why 
not abolish retail trading zones and 
substitute for them a meaningful 
tool—circulation areas, which will 
establish the relationship between 
circulation and population?” 


s Business and industry should 
urge the Hoover Committee and 
the Postmaster General to under- 
take an important classification 
job, Mr. Dobberteen said. This 
would be to have each rural mail 
carrier classify each rural free 
delivery boxholder as to whether 
or not he is a farmer. 

The growth of RFD service has 
extended beyond rural areas, he 
explained, and “the significance of 
RFD circulation in the audits of 
farm publications has become not 
only unimportant but also mis- 
leading.” RFD service last year 
took in 29,811,000 people, accord- 
ing to the Postmaster General, 
compared to a rural farm popula- 
tion of 27,305,000—which means 


there were 9% more RFD than 
farm people, he said. 

Some people have become so 
concerned about audience research, 
Mr. Dobberteen remarked, that 
they regard it as a threat to the 
very existence of ABC, but “this 
is nonsense.”’ Audience research’s 
attempt to determine the approx- 
imate number of a publication’s 
readers is no “crime,” and isn’t in 
conflict with ABC “if ABC is in 
the business described in its Arti- 
cle I.” The bureau never was de- 
signed to assay the characteristics 
of readers, he said, but to report 
on the characteristics of circulation. 


Radio Writers Guild Sets 
Friday Deadline on Answer 


The Radio Writers Guild has set 
Friday (Oct. 22) as the deadline 
for letters of adherence to the net- 
work’s minimum agreement from 
the agencies handling network 
programs. A strike has been au- 
thorized by the membership at 
meetings in Chicago, New York 
and Los Angeles. Approval must 
be given by the Authors League, 
which meets Wednesday (Oct. 20), 
but this is viewed as a formality. 

If the strike materializes it will 
affect such big shows as those of 
Bob Hope, Fred Allen, Jack Benny 
and Edgar Bergen. Some of the 
bigger agencies and producers al- 
ready have signed agreements with 
the guild and will not be affected. 


McCann Will Handle Water 
Heater Drive for AGA 


All national consumer advertis- 
ing of the American Gas Associa- 
tion, including a new water heater 
drive, will continue to be handled 
by McCann-Erickson, New York. 
Joining the gas water heater cam- 
paign will be the Gas Appliance 
Manufacturers Association, whose 
advertising will be handled by 
Hixson-O’Donnell, New York. AA 
erred Oct. 11 in indicating that the 
latter agency would handle the 
water heater drive for both or- 
ganizations. 


FCC Calls Nov. 30-Dec. 1 
TV Engineering Meeting 

The FCC took its first step to- 
ward unfreezing television chan- 
nels last week by calling engineer- 
ing conferences for Nov. 30 and 
Dec. 1 to study technical difficulties 
in existing channels. 

Beginning next week, the com- 
mission will issue new technical 
information which will guide the 
discussions. 


AFM Record Parley Fails 


Negotiations between the Amer- 
ican Federation of Musicians and 
the record and transcription com- 
panies broke off last week, with a 
joint announcement of regret at not 
being able to reach an agreement. 
No more meetings were sched- 
uled and there was no indication 
of the cause of the breakdown. 


‘Liberty’ Adds Vogel 


M. A. Vogel, formerly with The 
American Weekly and Joseph Katz 
Co. as an account executive, has 
been named promotion manager of 


Liberty, New York. 


McElroy Becomes } 
P&G President; 
Elevates Morgens 


CINCINNATI—Neil H. McElroy, 

43, who rose in the advertising 
ranks at Procter & Gamble Co. . 
has been elected president of the ~~ 
giant soap company. 

This was announced Wednesday 
by Richard R. Deupree, who has 
relinquished the presidency of 
P&G to become chairman of the 
board. Mr. Deupree has been pres- 
ident since 1930. 

Mr. McElroy since 1946 has been 
vice-president and general man- le 
ager of the company. He has 
served with P&G since his gradu- 
ation from Harvard in 1925. He en- 
tered the advertising department 
that year, served as manager of 
the promotion department from 
1929 to 1940, was manager of ad- 
vertising and promotion from 1940 


R. R. Deupree 


N. H. McElroy Mt 


to 1943, was named director and 1 4 
vice-president in charge of adver- 
tising and promotion in 1943, and 7 
served in that capacity until be- \.4 
coming general manager two years | 
ago. { 

Mr. Deupree also announced W 
that the board has elected three 
new vice-presidents. One is How- | 
ard J. Morgens, formerly manager i 
of the advertising department, y 
named vice-president in charge 
of advertising. John G. Pleasants, 
formerly director of manufacture, 
becomes vice-president in charge 
of manufacture, and Walter L. 
Lingle Jr., former manager of the 
overseas division, becomes vice- 
president in charge of overseas 
operations. 


ws Mr. Deupree began with P&G as 
a clerk in the treasury department, 
then shifted to sales work. By 1912 
he was manager of the western 
sales division; in 1917 he was made 
general sales manager, in 1924 a 
member of the board, in 1927 gen- 
eral manager, in 1928 vice-pres- 
ident and general manager, and 
then president in 1930. 

Mr. Deupree, who is 63, served 
with the Cincinnati & Covington 
Street Railway Co. from 1901 to 
1905 before joining P&G. He has 
been president since 1930 and 
heads several subsidiaries. During 
the war Mr. Deupree served in 
several government capacities, 
which included the executive 
chairmanship of the Army-Navy 
Munitions Board. 


s Procter & Gamble for several 
years has been the largest U. S. 
national advertiser. Last year, ac- 
cording to accessible records, it 
spent $27,912,122 in radio, news- 
papers, magazines and farm pub- 
lications. That was nearly twice the 
amount spent in 1940. 

P&G has five agencies handling 
this advertising: Compton Adver- 
tising handles Ivory soap, Ivory 
flakes, Duz, Crisco and Drene; 
Dancer-Fitzgerald-Sample handles 
Oxydol, Dreft and Shasta; Biow 
Co. handles Lava, Teel and Spic 
and Span; Benton & Bowles han- 
dles Ivory Snow, Prell and Tide; 


and Pedlar & Ryan handles Camay. 
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KMPC Appoints Kamman 
Bruce Kamman has been named 


production manager of Station 
KMPC, Los Angeles. He is a 
former production manager of 


NBC in New York and Hollywood. 


Jewelers Appoint Seidel 

The Fifth Avenue Jewelry Syn- 
dicate, New York, has appointed 
Seidel Advertising Agency, New 
York, to handle its advertising. 


BES2*EST 
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PAPER CEMENT 


eat on. 


25 YEARS 
FOR LAYOUTS DUMMIES. MASKING -PHOTO~ 
MOUNTING and EVERY PAPER JOINING NEED 


A size for every purpose. 
Sold by Stationery. Photo and 
Artist Supply Dealers everywhere. 


UNION RUBBER & ASBESTOS CO 
TREnRTON ~ 4 


Hunt Foods Buys 
Pritchard; Will Keep 
Present Labels 


Los ANGELES—Hunt Foods, Inc., 
last week announced that it had 
completed negotiations for the ac- 
quisition of E. Pritchard, Inc., 
Bridgeton, N. J. 

The 72-year-old Pritchard com- 
pany packs catsup—under the 
“Pride of the Farm” label—as well 
as a restricted line of fruits, veg- 
etables and condiments. It has two 
plants, Bridgeton and Winslow, 
N. J., and three high-speed auto- 
matic catsup lines. 

Hunt’s president, Frederick R. 
Weisman, said the acquisition 
would enable Hunt to serve eastern 
markets with quality products 
“hitherto not available to Hunt for 
those markets because of heavy 
cross-country transportation 
costs.” 

However, the purchaser contem- 
| plates no changes in operational 


policies and will maintain the 
“Pride of the Farm” label. 

The Pritchard factories bring 
the total of Hunt plants to 22. Of 
these 18 are in the Far West, two 
in the Midwest, and the Pritchard 
plants in the East. Along with its 
former pack, the Pritchard plants 
will turn out a variety of foods 
under the red Hunt label. 


CBS Promotes Shaw 


William D. Shaw has been ap- 
pointed assistant sales manager of 
the western division of CBS. He 
succeeds Frank King, who recently 
was named sales manager of 
KTTV. Mr. Shaw has been with the 
network for the past ten years, 
except for several years of Army 
service. 


Joins American Optical 

Robert D. Fleischner, formerly 
sales promotion assistant for the 
New England Mutual Life Insur- 
ance Co., Boston, has joined the 
sales promotion department of the 
lens division of American Optical 
Co., Southbridge, Mass. 


~~ 


THE BEST LOOKING ano 
THE BEST MADE SIGNS in our field 


SAYS WESTINGHOUSE OF 


Certified audited 


7 


records show 


240 BAST POURTH ST. 
MANSFIELD, OHIO 


To the Men and Women 
of ARTKRAFT 


™ ds and th ds of Westinghouse appliance 


retailers proudly identify their stores with the 
outdoor signs you have been bullding for us. ‘le 
believe these signs are the best looking and the 
best made signs in our field, and I want to take 
this opportunity, in behalf of Westinghouse, to 
thank you for the conscientious job of careful 

craftsmanship that you have put into the manu- 


facturing of these displays. 
Yours very sincerely, 


(Tout Ww in 


P.W. Endriss 
Assistant Manager 
Appliance Advertising 


BVERY HOUSE NEEDS WESTINGHOUSE 


DEALER SIGNS 


MAKE YOUR NATIONAL ADVERTISING 5 TIMES 
AS EFFECTIVE — Increase your sales 14.6% ** 


For over a quarter century we have regularly served leading merchan- 
disers, including Red & White Food Stores, Westinghouse, Western Auto, 
Frigidaire, Delco-Heat, Shell, A & P, Pittsburgh Paints, Lowe Brothers 
Paints, Dupont, General Electric, and many others. 
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SIGN COMPANY 


Division of trtk2a¢¢* Manufacturing Corp. 
900 Kibby Street * Lima, Ohio, U.S.A. 


FREE! 


“How To Set Up a Successful 
Dealer Sign Program” 


LITERATURE 


Artkraft* signs to be 999/1000 
perfect over a period of years. 
Artkraft* has again set the pace 
with an entirely new insulator 
for its neon displays, an exclusive 
feature that can be found on no 
others. It is short-proof and 
positively eliminates flicker from 
neon signs for the first time in 
history. This new insulator is 
made of boro-silicate, a heat- 
resistant glass, and is of the same 
type used in high voltage trans- 
mission lines. It has a stainless 
steel clip for holding the open 
bus bar—another Artkraft* in- 


novation—as well as a stainless 
steel base. 


THIS COUPON FOR YOUR CONVENIENCE 


Antkraft SIGN COMPANY 


Anrtkraft * Manufacturing Corporation 


900 Kibby Street, Lima, Ohio, U. S. A. 


( ) Please 
information on how to set 


( ) We are interested in a quantity of outdoor dealer neon signs. 


send, without obligation, 


details on Artkraft® signs and 
up a successful dealer sign program. 


« ) We are interested in a quantity of Porcel*-M-Bos'd store front signs. 
ee 66 oe sek Oe nde Oe ew sus 00a > ea 
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Sees eeese eee CHEB SHEET OH SCH HS OS 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


*Trademarks Reg. U.S. Pat. Off.—**Proved by actual audited research 
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NEWSPAPER LINAGE AT A GLANCE—Media Records’ measurement of August news. —meovernn 
paper linage in 52 cities shows all classifications on the plus side, with automotive plannin, 
linage in the lead with a gain of 15.7%. In the Jan. 1-Aug. 31 period all classifi. 
cations were ahead of the same period of 1947, with a gain of 14.2% for total Some 
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more, to handle its advertising. posters will be used. vould x 
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| - grade letterpress printing. We soli 
production. Publication, catalo 
and large run folders in colors 7 
black. Complete plan, art, engra 


ing and electrotype service if y moare 


‘por’ 3, Inc 
ed | 
‘nthu 
at beoject 


ist six 
1e oO) 
orts 
ange 
F the seec 
i plar 


ee ae se RIOT ie bee. os ee ee i a a ieee a dallalnthi Ni “ oe a ey 2c) fe Phi alee — Fg ey ee eet Ie aie hes it cis a ee eat fe ees 
ry cae ene i Paks ae Sg tht ‘ eh arc a a 0 Fae . oe —— Bd ae alate “7 ) eae ee ee A hy ee ee ee een gen bi + Ye ae ue et ee ee 
ee a a oe a a lb ee. ets. “a a ae ie a ae a oe ee oe a re ee biti, ee yl a 
Bye ma ee ag lt pe dial y = — oat ‘ 7 . “’ be aa a all aR : oa i ned : ti ? ‘ Wey a %, < “ . : ¥ . 
oe 86 Advertising Age, October 18, 19.8 HR Adver 
6 GAIN AND LOSS PERCENTAGES —52 CITIES ie] al 
if 1 nl 
annex [w=] 0 ww @—~ | 
: ; "ene oe 
. y AUTOMOTIVE | y 
m: FINANOAL 
ib TOTAL ONSPLAY 
/ | Pe 
= ' 
i — m 
4 . 
e! A REAL ADHESIVE , 
“é P “oO 
Preferred / eo 
. eeee CUPt ing 
 && FOR MORE THAN “Gaming | 
P o a . 
: en 
: ; a = N 
| ; | ez ’ P| 
“ -— (Jaan | 
ay . 
: : : eee 
. ith nate atte 
ay ’ os 
_ 
’ “ 
5 wer ) 
- of ee 
. ‘ . a RR 
; 
: . WESTINGHOUSE 
14 BLECTRIC CORPORATION | = 
Se 
&& P| 
, ee 
fs 
iS po | 
| : Po | 
1 —— Po 
; : aa ‘ - —— | 
4 y a") ie) ( , 2 o 
i * i , “on (he 1 A ee Re ae sie ; 4 
; ‘ . he : a , ms { 4 
| ’ ° ( d aS sth 
— a. ah ‘ ’ s cei Bt, ’.. eee bs é Pio aa id nee: ; es P . : a 
: ———— ay pad + \ et amare oy ieee ‘ _An_ exceptional opportunity fer 
» a ere oi eri ey ae , ; oe . 
a ON 0 —_— Mm ee ae ee 
: roe, h/ 1 ALS rede: | 
: | A eee a = wi : tag <4 ‘ ; >. ; q ; 
a a — ‘aga = win “ae emer, tre 
ce a a a a eee Meeeughen, J 
rt mer; J 
i ; mec > J. 
a 
| ; ———— ae 
, | 
- _— | ye ie 
_ ee a | 
: ' es | . eh, if 
se i 7 te * - 7 
; ee ; ee oe ; be al it. Open shop. A represen = 
eg _ | a CM Ve WHE etl ot your tee 
: he | no care 2 a nee ee Tee Sere 
: “t u i. a: ro bh 
a (1701-3RD AVENUE e MOLINE,ILL» i _ 
ra ; Pe x ; ‘ 4 ts, in 
1 a rly du 
a a : = — : : 
ES an - . : % F - 2 y * { ‘ . . ‘1 Mae rs hy 
a nS a dig w bw ‘ , Bis ak We Re ae Se Bee de ent oe I riltioge 82 jer on Nee ae! SONG, wate ay wae a % Bos i aes sear ee ont Set Fee ASU a > ere i ah a ina. el Ye ” Rar, Ei ee 7 ri ent ae 
Meer see MSs ee ee ee Ne PARC AE SPREE 7 Bele ERO Ee a TAS PURO VS TS CR GPa SR ede AIR Raa ae heat nate Reheat 2 ok ate Bae Fee a eR LUN ok res ei ae ere “a wg oi eae ge ee ae i: re aa 


Farm Press Asks 
-‘HAnnual Surveys 
by U.S. Agency 


(Continued from Page 1) 
ation believes. Its resolution points 
out that annual surveys would 
provide opportunities for more 
specific inquiries measuring tech- 
ological changes and improved 
jrcumstances of living on the 
arm. 

The gathering and publication 
of such data, APA said, would im- 
prove efficiency in the distribution 
of commodities and services, and 
ould aid informational sources, 
+ farm publications and the federa’ 
sovernment’s administrative and 
ve planning departments. 


‘al Some ofthese sources now com- 

pile data on a limited basis but 
hese figures, though more recent 
han the federal census, cannot 
afely be projected to provide in- 


M.@ormation of national scope, it is 

itsqppointed out. A national survey 

rect Mpuch as that suggested by APA 
vould provide data that is com- 

__.fparable on a state and regional 
basis. 

sT The APA resolution is being sent 


or consideration to the Hoover 
ommission, now engaged in 
ttudying organization of the gov- 
prrnment’s executive branch. The 
APA board also voted to take 
yhatever steps are necessary to 
urther the survey program. 


The APA, which takes pride in 
he fact that it was the first asso- 
iation to enact a “fair play” policy 
n advertising 25 years ago, an- 
jounced that a new set of rules has 
een approved to cover copy ac- 
eptable to member publications. 
lembers agree to accept and pub- 
ish only: 

“1. Advertisements which are 
ntirely truthful in connotations as 
well as in text and illustrations. 

“2. Advertisements which pre- 
ent their missions in good taste, 
jithout exaggerated or superlative 
tatements beyond the possibility 
bf reasonable verification. 

“3. Advertisements which con- 
ine themselves to the products, 
ervices, ideas or methods of dis- 
ribution being promoted, and 

hich contain nothing derogatory 
irectly or by inference to other 
products, services, methods of dis- 
ribution or companies.” 


The association president was 
mpowered to name a committee 
if at least five directors to review 
y advertisement submitted by a 
member publication and, for the 
sociation, to determine whether 
he ad in question “is in the spirit 
{honesty and fair play in adver- 
sing.’ 

Leslie A. Watt, Poultry Tribune, 
hicago, was reelected president 
[ the association. Other officers 
iho also will serve another term 
Acluie H. D. Klein, The Farmer, 
ke-president; C. A. Baumgart, 
lccessful Farming, secretary, and 
tank X. Gaughen, Michigan 
oeeemr, treasurer. Four new di- 
1 a Ors were elected, including Mr. 
; aughen, J. H. Yetter, California 


; mer; J. E. Edwards, Prairie 
. tmm<r, and H. H. Allen, Dakota 
rm: . 
Me: bers of Farm Publication 


*Por's, Inc., which was originally 
PIscved by APA a year ago, 
‘nthusiastically to continue 
oject during 1949. During 
1st six months of its opera- 
1e organization issued lin- 
rts on a monthly basis, 
!anged to quarterly reports 
second half of the initial 
plans to publish complete 
including class detail, 


‘erly during 1949. A summary 
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and class total figures will be 
available each month, however. 

The organization has 46 farm 
publication members now, and 
New Jersey Farm and Garden will 
join the group next year. 


s Leslie A. Watt, Poultry Tribune, 
Chicago, was reelected president 
of FPRI. Fred O. Toof, Western 
Associated Farm Papers, was re- 
elected vice-president, and John D. 
Gill, Midwest Farm Paper Unit, 
secretary. J. E. Edwards, Prairie 
Farmer, was elected treasurer. Mr. 
Watt is chairman of the group’s 
executive committee. 

Directors for 1949 include 
Charles C. Rees, Country Gentle- 
man; Mr. Watt; Frank X. Gaughen, 
Michigan Farmer; Dewey Neal, 
Farmer-Stockman; Tom Hickey, 
Nebraska Farmer; W. H. Cowles, 
Washington Farmer; W. B. Wei- 
mers, Farm Journal; Mr. Edwards; 
J. T. Griscom, Southern Agricul- 
turist; Mr. Toof and Mr. Gill; R. A. 
Crosby, Allis-Chalmers Mfg. Co., 
ind Paul Limerick, Western Ad- 
vertising Agency, Chicago. 


AANR Group Elects Peters 
William E. Peters, Hearst Ad- 
vertising Service, has been elected 
president of the San Francisco chap- 
ter of the American Association of 
Newspaper Representatives. Other 
new officers are: R. S. Nicholson, 
West-Holliday Co., vice-president; 
Phillip Gilstrap, Ward-Griffith Co., 
secretary, and Vernon Hawley, 
George Close, Inc., treasurer. 


Hill Leaves ANPA 

Lyman Hill, who was appointed 
western manager of the Bureau of 
Advertising, ANPA, in 1946, with 
headquarters in Chicago, has re- 
signed as of Nov. 1. His successor 
has not yet been named. 


Mutual Appoints Watkins 

Thomas R. Watkins, formerly 
western manager of Mademoiselle’s 
Living, has been named an account 
executive of the Mutual Broad- 
casting System, Chicago. 


Names O’Hanrahan Pacific 
O’Hanrahan Pacific Agency, 
San Francisco, has been named to 
direct a trade publication cam- 
paign for Chubb & Son, San Fran- 
cisco insurance underwriting firm. 


New Nielsen Index 
on Pharmaceutical 
Products Started 


Cuicaco—A. C. Nielsen Co. has 
begun the Nielsen Pharmaceutical 
Index service, which is compar- 
able to its separate drug and food 
indexes started 15 years ago. First 
clients include Eli Lilly, Squibb, 
Upjohn, Ciba and G. D. Searle 
& Co. 

The announcement of the serv- 
ice, made in the monthly “Nielsen 
Researcher,” said the pharmaceu- 
tical index has “as its foundation- 
source” the retail store sample 
regularly used for the drug index. 
However, for the NPI this will be 
supplemented by selected group 
of “high prescription-volume drug 
stores.” 

The index will be used to 
help professional pharmaceutical 
makers determine the extent of 
their marketing potentials, keep 
tab on competing and new pro- 
ducts, to adjust prices, etc. 


Loise Mark to Open Agency 

Loise Mark has resigned as ex- 
ecutive vice-president of Mark, 
Mautner & Berman, Milwaukee 
agency, to open her own agency, 
Loise Mark & Associates, in Mil- 
waukee. 


Gets Wine Account 

Davis & Co., Los Angeles, has 
been appointed to handle the ad- 
vertising of the Dolly Madison 
wines, made by Haddad-Wilhelm, 
Inc. 


HOW TO REACH 
THE FARMER... 


We are now handling one of the 
most active public relations pro- 
grams ever devised to reach the 
American farmer. Methods and con- 
tacts can be put to use immediately 
for some farm organization, manvu- 
facturer of farm implements or feeds. 
Present account in no way competi- 
tive. Write Public Relations Division, 
HW&A, 321 Talbott Bidg., Dayton 2, 
Ohio. 


One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your job. 


How advertising 


puts money 


in your pocket 


HEN YOUR COMPANY invests in a new machine, 
they can figure almost to the penny what they’ll 
get back in better production. 


By reducing the manufacturing cost per unit, the 
new machine increases your company’s chance to earn 
a profit. Your workers can earn more because they’re 
producing more. That’s the only way your company can 
put more money into everybody’s pocket — including 


yours. 


The same principle applies to advertising. 


For advertising works just like a machine. By mech- 
anizing part of the selling process, advertising reduces 
the cost of manufacturing a sale. And that, too, means - 
more money in everybody’s pocket — including yours. 


What does it take to “manufacture” a sale? Usually, 


there are 


. Seeking out prospects 
. Arousing their interest 


five basic steps involved: 


1 
2 
3. Creating a preference for your product 
4. Making a specific proposal 


5. Closing the order 


Any good salesman could handle all five. But no 


salesman should have to 


not when advertising can 


perform the first three for him, and do them so much 


more economically. 


Especially is this true of advertising in the business 
press. Nowhere else does the machinery of advertising 
operate so efficiently. Nowhere else does it go so far 
toward reducing the cost of manufacturing a sale! 


ADVERTISING AGE 


is a member of The Associated Business Papers, who are 
sponsoring this campaign. If you'd like reprints of this ad- 
vertisement, or the enttre series, to pass along to others in 


your organization, we'll be glad to mail them to you. 
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What Does Chicago's = 
Most IMPORTANT |) 
Million Think 0 «Bi Rey, 
Your Product ? fall * 


i, 


— 


—— 


WJ 


NEW YORK: 9 Rockefeller Plaza 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. 


Is the little question with the big significance. Because . . . 
Three hundred and seven nights each year this million-fold group is buying— 


buying—buying! The stores may be closed—but the folks are buying nonetheless! 


These buyers are the reader-friends of the Chicago Daily News and, in the com- 
fort and leisure of their HOMES, they are shopping the advertising columns of their 
favorite newspaper. For 72 years they have been doing that, though, of course, 


there weren’t so many of them in the earlier days. 


But they count up to a million now. More than a million actually. And the 
spendable dollars, which are theirs to satisfy their countless desires, will total into 


the millions—and millions—and millions! 


Sales-minded executives seeking maximum results in the Chicago market always 
keep asking themselves: what does Chicago’s most IMPORTANT million think of 
MY product? 


‘ 


E very year a tremendous sales-volume depends on how this one single question 


is answered! 


CHICAGO DAILY NEW 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


624 Guaranty Building 


DETROIT OFFICE: Free Press Building 
MIAMI: HERALD BUILDING, Miami, Florida 
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